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CHECK-OUT 
VOLUME TRANSFER 
Faster...at Less Cost 





ee Y ces WIERE . 
é:\ g EVERYWHERE 


Ned BRODIE is linked with Progress 
+~ Cy Here's another example from the 
PACIFIC COAST 


...with BRODIE Full Capacity BiRotor Meters 








bieisit’ 0.900 Hvedlid: Oinier Atdtee, eestieela Ranged tor In almost continuous service, this full capacity 
10° or 12° lines, 150 or 300 psi. You never have to baby 5,000 bbls/hr. Brodie BiRotor Meter keeps a con- 
o BiRotor Meter — it operates at full rated capacity. Mode! : 
D-12 Strainer is shown at meter inlet. stant tab on bulk volume transfer —speeding barge 

Brodie Automatic Temperature Compensator provides . ‘ 
net barrel reading corrected to measured volume at 60F and tanker loading at Standard Oil Company of 
California’s Richmond “Long Wharf.” Continuing 
man-hour savings are effected by eliminating man- 


ual tank gauging costs. 


Whether you require 30 gpm or 5,000 bbls/hr. 
accurate sustained measurement, call in your Brodie 
Metering Specialist. 


For details on the Brodie Model B-123 Meter, 
request Bulletin No. 654. 814 


RALPH N. BRODIE COMPANY 
San Leandro, California, U.S.A. 

CABLE ADDRESS: ‘“‘BRODICO”’ 

MT. VERNON, N.Y., 550 So. Columbus Ave. 


DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 








REPRESENTATIVES WITH BSTOCKS AND SERVICE FACILITIES tN ALL PRINCIPAL CITIES 





Market expansion takes many directions... From its earliest days, Ethyl has worked 
side by side with the Oil Industry in broadening the total market for service station products. 
When “Ethyl” gasoline was first introduced, our program worked toward actually creating 
a market. Later, we figured prominently in the development of the gasoline-burning tractor 
—which opened up still another market. Today, Ethyl is still working to expand the market 
for the Industry’s best grade of gasoline—through promotions with individual oil com- 


panies. And our “Drive More” campaign—designed to increase sales of all service station 


products by promoting pleasure driving—is in its fifth year. In short, by taking many direc- 


tions, Ethyl’s market expansion program has been a continuous service to the Oil Industry. 


ETHYL CORPORATION, new york 17, N.Y. * TULSA * CHICAGO + LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO * ETHYL USA (EXPORT) NEW YORK 17, N Y. 
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FREE CATALOG F-32-p 


24 pages of specifications, 
illustrations and application 
data. Complete information 
about 19 models of OPW 
Loading Assemblies for 
filling and emptying tank 
cars and tank trucks. 


Fasten, Safer, More Handlers and transporters of bulk liquids, alert 


Co ° Bulk to reducing tank car and tank truck filling and 
ywenent emptying time without jeopardizing safety 

Bia oe ; standards and contaminating product, are fast 
Liquid Loading and converting to compact, convenient, economical 


Ul Y full flow OPW Loading Assemblies. 
nloading of Janke 


Investigate today how you, too, can realize sav- 
} ings in time, effort and operational costs. Write 
Cau wn Jank By on your letterhead for Free Catalog F-32-R. 
Ot OPW CORPORATION 
ew, 2735 Colerain Ave., Cincinnati 25, Ohio, KI 1-5400 
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Top of the Month... 


General 
Battle report: Where the federal ‘gas’ tax stands 
Major oil companies’ first-half profits zoom 
Lubrication 
Latest report on lube and grease sales 


Automotive 


Preview: The 1960 cars 





SPECIAL HEATING OIL SECTION 
What's hot this season? 
How oil burners are selling 
What’s happening to margins “a tar aes a 
How the new fast-fills are catching on ... i ‘“ 
How to sell home builders on oil heat . a 4 ane ae 
Selling a gas prospect on oil heat ... a 
Premium billing: key to improved collections 
How to sell burners at no extra cost 
How your drivers can get unlost by themselves 


oo. ss ie as > a - 

HEATING OIL: A special report. Where 
does the fuel oil business stand as you 
get ready to move into another season? 
You'll find answers, starting on page 119, 
to questions about burner sales, margins, 
new trends. You'll see why there’s an air 
of optimism among heating oil jobbers. 











Merchandising 


Pleasure Island: Sales tool 4 la Disneyland HOTTEST NEW IDEAS in oil heat: five case 


histories. They start on page 125. Such 


What makes a good dealer meeting? .. 


Management 
How Humble is getting ready to invade California 


New Ideas in Stations 
Here’s a look at ‘an outdoor petroleum supermarket’ 


Tires-Batteries-A ccessories 


things as how Rochester, N.Y., jobbers 
are breaking natural gas’ stranglehold on 
the new-home market. Or how jobbers 
are improving their collections with pre- 
mium billing. You won't want to miss a 
single item in this special package. From 
beginning to end, it’s tailored to help 
you operate better in one of the most 


competitive races going. 
How new air filters can mean bonus profits ; 
PLEASURE ISLAND. Family-type entertain- 
Equipment ment — like Disneyland are appear- 
ing in other parts of the country. They 
How boom arms can reduce vapor loss offer new sales promotion possibilities. 
Read how an independent gasoline mar- 
keter is cashing in on a new one near 


THE GREEN SECTION DEPARTMENTS Boston. Page 139. 


Ahead of the News About Oil People .. 
Petroleum Indicators Behind Our Headlines PREVIEW: 1960 CARS. On page 114, you'll 
Supply and Demand Bottom of the Barrel learn why Detroit expects this to be an 
Brief but Significant historic year. 

Editorial 

Focus on Oil Marketing NEXT MONTH. All-purpose credit cards 
In Case You Missed It have more than landed in oil marketing. 
Letters How are they working? Who’s next? 
Market Outlook ... Meetings What’s next? . . . Some really special 
Refinery/Terminal Prices .... Money-Making Ideas . developments in next year’s trucks . . . 
Crude Oil Prices une Regions What's behind the trend to circular sta- 
Tank Wagon Prices What They're Saying . tions . .. And much more. 


OIL MARKETS AND PRICES 





NATIONAL PETROLEUM NEWS is published monthly, with an additional issue in Mid-May, by McGraw-Hill Publishing Company, Inc., James H. McGraw 
(1860-1948), founder. Publication office: Third and Hunting Park Ave., Philadelphia 40, Pa. See panel below for directions on subscriptions or change of address. 
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L. Waddell, Senior Vice President; Ralph B. Smith, Vice President and Editorial Director; Joseph H. Allen, Vice President and Director of Advertising Sales; 
A. R. Venezian, Vice President and Circulation Coordinator. 

Subscriptions are solicited only from executive, management and supervisory personnel at the lier and wholesale level of oil marketing, engaged in the dis- 
tribution, merchandising, transportation and storage of petroleum and TBA products. Position, company and segment of the industry must be indicated on sub- 
scription orders. Send to address in the box below. 

U.S. subscription rate for individuals in the field of publication $5 a year. single copies $1 (except the Mid-May Factbook, $2); Canada $6 a year. All other 
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BURNER SALTS « SeRVicET 
ILHELM'S OIL. SERVICE 
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Yes, you get results with the Mobil Farm Plan. It 

includes tested and proved methods of increasing 

present farm business . . . landing new customers . . . 

PROBLEMS 7O THE EXPERTS and many other selling aids designed to get you more 
*** — business. At your request, a trained specialist will be 

glad to help analyze your potential farm market and 


Your make definite recommendations. Additional experts 


are available to assist you with other tough problems, 
. « » ‘ too. For instance, help you reduce loading time. . . 
Mobil Specialists help select the best manpower available . . . help insti- 
- tute management procedures that make running a 
business easier—and more profitable. 
That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 
Talk to your Mobil salesman today. He’s your 
direct line to the specialists. 


YOU’RE MILES AHEAD WITH MOBIL! 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Co., Inc. 
Affiliated Companies: GENERAL PETROLEUM CORPORATION, MAGNOLIA PETROLEUM COMPANY 
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Behind Our Headlines 





Heating Oil Special 

iy THIS ISSUE of NPN we present the biggest heating 
oil section we have ever published. Let me tell 

you why. 

As many of you have noticed, NPN has been devel- 
oping its fuel oil coverage substantially in the five 
years since the magazine became a monthly. We have 
done this to provide better balance and broader cover- 
age. Even so, heating oil marketers keep asking for 
more. 

So we're giving more, in the form of an extra pack- 
age of information we hope will be helpful to marketers 
preparing for the coming season. Most of you will be 
fascinated by the brief report on the trend in margins. 
And many of you can take heart from the article on 
how to switch gas leads to oil. The section starts on 
page 119. 


Hang It on the Wall 

HH: A SUGGESTION based on what some of NPN’s 
readers are doing: You'll find the foldout chart 

in last month’s issue suitable for framing. 

The chart is called “Oil’s Role in Modern History” 
and relates world and national events to developments 
in the oil industry. It is easy to tear the chart out of 
the magazine. So be sure to save it. 

Incidentally, some extra charts were printed if you 
want to give them to anyone. They’re available at 
$1 each. 


NPN’s New Logo 
EVERAL READERS have remarked that something is 
different about NPN, but they can’t tell what. They 
ask whether we changed the cover. 

We changed the logotype. That’s what the name of 
the magazine on the cover is called. We simply changed 
the design of the title, and now feature the initials NPN, 
which is what most readers call it anyway. Consequently 
we’re playing down the full title, National Petroleum 
News. We think the new logo has more impact and 
makes for quicker identification. 

Here’s the way they look next to each other: 


Olt CENTENNIAL ISSUE 
‘ ~ STAR + Pace 1 


BEFORE 


t 
Thai Editor 





from big terminal in Kansas.. 


“DIMENSIONAL 


a e 
is the all-important 
Each of the 8 Red Seal meters at this 


big terminal can load 650 gal. per min. 


tern meeanines 1.63. %. 
. % — 


we — |) 


e” ‘ whi ee: : 
‘ammo Wesel sak me ete | res 


y ¢ or me scar . '¢ 
mR” 2 
$ Qs ie 4 $ 
4 pa 
sie 
— 


d mi | 


‘ 03% 4 
sti 4 asad} 


Dual meters solve 
problems of handling 
two fuels with one 
1500-gallon truck. 
Separate systems 
for high and low flash 
products put end 

to contamination. 
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Imagine 20 million gallons of gasoline billed 
through just one meter in one year! You're looking at 
it in the photo at left. And this is not unusual. . . 

a busy meter handles more than you think. 


It's a powerful reason why accuracy is the one 

most important criterion in buying meters. This goes 
for loading-rack meters and tank truck meters both. 
Accuracy is far more important than a cheaper price 
tag or lower loss of head, for instance. Think how 
much profit your own meters, big or little, could lose 
if accuracy slipped even a fraction of a percent. 


Make sure you get true three-dimensional accuracy 
in your meters. Look for (1) accuracy at the 

most frequent flow rate (most meters can do this) ; 
(2) accuracy that’s steady over a wide flow range 
(this is harder to find) and (3) accuracy that’s 
sustained over many years . . . accuracy that doesn't 
drift every time you turn your back ( Neptune has it). 


Neptune’s fine reputation and leadership is based 
on true three-dimensional accuracy. Make your 
own tests over the years. Ask your neighbors, 

or ask your Neptune representative for evidence. 


Neptune’s accuracy is something you can bank on. 


NEPTUNE 

METER ne ne 
COMPANY 

for a better / measure of profit 


19 West 50th Street, 
New York 20, N.Y. 





WHITE—the businessman’s truck... 


The new ultralight WHITE 
4400TDL can carry 1100 
pounds of extra payload 
up even a steep grade 
like this one—with ease! 


Ultralight WHITE carries extra payload 
up and over...with power to spare! 


Adroit use of aluminum and fiberglass 
in WHITE’s great new diesel tractor 
lets you add 1100 extra-profit pounds 
to every big payload. And this top- 
earning WHITE 4400TDL is packed 
with power and stamina to move these 
giant payloads fast, sure and econom- 
ically and to keep them moving! 


WORLD LEADER IN HEAVY DUTY reucks Gi 


Your WHITE pays top dividends be- 
cause it’s custom-engineered to the 
exact petroleum-hauling job you want 
it to do. . . whether it’s getting gaso- 
line to market or delivering fuel oil. 
Your WHITE is a protected invest- 
ment that keeps on earning for you 
. . safeguarded by nationwide WHITE 


SUPERSERVICE, specializing in heavy- 
duty truck maintenance. 
For unparalleled performance and 
ownership profit, invest in a WHITE 
. the businessman’s truck. 
THE WHITE Motor CoMPANY 
CLEVELAND 1, OHIO 
Branches, distributors, dealers in all principal cities 











About the future role of oil marketers ... working 
out an oil industry credit card... how to boost 
motor oil sales .. . lube oil refining capacity 


To THE EpiTor: 

I agree with the philosophical con- 
siderations coupled with the realistic 
factors expressed in “In Oil’s Second 
Century: New Roles for Marketers” 
(Aug. p115). But some of the future 
changes you indicate are not of to- 
morrow but of today. 

Our company’s philosophy for the 
past eight years has been to improve 
and build towards controlled volume. 
. . . About 80% of our over-all vol- 
ume is controlled. 

You have done an excellent job of 
covering important matters for the 
future and welfare of all marketers, 
particularly jobbers, both large and 
small. In my opinion future mar- 
keters, to travel the avenue ahead, 
must have the following: 1) good basic 
buying price; 2) good organization; 
3) creative and efficient management; 
4) good personnel relations; 5) large 
marketing area, and 6) a large per- 
centage of controlled volume. 

JoHN H. WHITE 
President 

Port Oil Co. 
Charleston, S. C. 


mI think the article is well done, 
imaginative, and in all probability 
many of the predictions will come 
true. 

You make one very provocative 
statement when you say, “Finally, the 
station business must be made pro- 
fitable enough to attract good men. 
The responsibility for this lies in ex- 
pert site selection and helpful man- 
agement guidance by suppliers.” This 
profit angle, of course, also applies 
to commission tank wagon agents as 
well as to jobbers. 

I would like to know where the 
discrepancy comes from in your 
quoted number of service stations, 
183,190, and 200,000 “other outlets”, 
and what the differentiation is be- 
tween the two. 

MILEs M. MILLs Sr. 
President 
National Oil Jobbers Council 


We use the census definition of serv- 
ice stations: 50% or more of dollar 
volume comes from the sales and 
services of petroleum products. ‘Thus, 
garages, grocery stores, motels, etc. 
are “other outlets.” The station figure 
is an NPN estimate (mid-May 
FACTBOOK p186); “other outlets” 
come from an NPN survey of oil 
companies (FACTBOOK p110). 
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Industry Credit Card Boosts 


PI have to agree that J. J. Dorgan 
and G. M. Sullivan of Continental 
Oil Co. have a lot of meat in their 
analysis (“How About One Credit 
Card for the Whole Oil Industry?, 
Aug. p168). 

There is no doubt but that the 
advantages pointed out will certainly 
be of tremendous importance in sav- 
ings on credit card investigations. 
And, personally, I feel that the aver- 
age customer would be happy to 
carry only one card. 

I have discussed with others the 
pros and cons of such a program and, 
like these two gentlemen, am sure 
that this program would require a 
great deal of refinement before all 
companies would adopt it. However, 
I believe that we, as part of the oil 
industry, should give this matter se- 
rious consideration. 

L. D. SULLIVAN 
Manager of Branded Sales 
Lion Oil Co. 


Atlantic Was First 


>The item on page 88 of the August 
NPN, “Credit Card Crackdown” gives 
the impression that this is a “start” 
in this practice. Actually Atlantic 
pioneered the idea in the oil industry 
of making a 1% credit service change 
on delinquent accounts, starting on 
June 1, 1957. 

The credit managers have been in- 
terested in this during the past two 
years, Continental being the second 
to fall in line. I believe that Union 
Oil Co. started it on June 1, 1959. 

Since these two companies follow- 
ed us, there has been an _ intense 
amount of interest in it, and I have 
been deluged with mail and phone 
calls. 

WILLIAM STOCKTON 

Manager, Credits and Collections 

Atlantic Refining Co. 


Declining Motor Oil Ratios 


>I am very hopeful that the recently 
adopted short version of motor oil 
drain practices, approved by the gen- 
eral marketing committee of API in 
May, will help establish a pattern 
which will be more readily under- 
stood by the motorist and by the 
service station salesman than the com- 
plex and confusing recommendations 
appearing in most new car manu- 


in coupler and assures 





—precision machined 
Uniform wall thickness 


larger diameter cam ears 


for longer service life 


economy 


Uniform heavy 
wall thickness 
—no weak spots 
Recess retains gasket precision machined 


proper placement Tor poe 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 

st i EVER.-TITE. 

lapter 

and The EVER-TITE 
- trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 


EVER.-TITE 
Standord 
Adapter and Coupler 


Coupler 


EVER-TITE 
Shank 
Hose 

Coupling 


EVER-TITE Dust Protectors 
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FTS ANY MODEL OR 
FRAME DESIGN 


WAYNE 


OWT IBLE SLL 
LIFT 


Small cars... long cars... sports cars... standard 
cars... light trucks... this new Wayne Universal 

lifts them all without extra adapters or 

troublesome adjustments. 

Sturdy arms swing out to fit every type car. Lift is 
narrow (27%'' wide) and low enough (4'4’’ high) to 
allow all cars to drive over it... wide enough 

(88’’ extended) to accommodate widest frames... 
four position pads fit all heights. 

WAYNE UNIVERSAL LIFT is the finest, positive contact, 
quick lift to speed lubrications, oil changes, repair work 
and tire service. Write for new data book to 

The WAYNE PUMP COMPANY, Div. Symington Wayne 
Corp., Salisbury, Md. Wayne Pump Canada, 

Limited, Toronto, Ontario. 
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Letters 


als and in the service classifications 
adopted by the lubrication committee 
of API. 

Obviously, a strong contributor to 
the decline in motor oil ratios (NPN 
—Aug. p149) is the constantly ex- 
tended drain interval by some of the 
automobile manufacturers them- 
selves. ... 

It will be interesting to see whether 
the simplified recommendations, once 
they have been generally publicized, 
| will result in any change in the trend 
in motor oil ratios. 

A. J. WELLIVER 

Manager, General Wholesale Dept. 

Sun Oil Co. 





PI believe there are far too many 
service station attendants who take a 
negative attitude on motor oil sales. 
They are embarrassed to ask the 
motorist for his business. . . . 

I also believe that the advertising 
policies followed by many companies 
{who sell motor oil are at least par- 
tially responsible for the decline in 
sales. Assuring the motorist of 100,- 
000 mile trouble free operation on 
Brand X motor oil will probably 
cause him to extend his drain period, 
especially if he is only interested in 
getting 50,000 miles of service before 
he trades his car. Advertising copy 
in general, and much of the informa- 
tion in Owners manuals and so forth, 
fail to emphasize that the tremendous 
advances in the formulation of motor 
oils during the past few years can be 
entirely nullified by extension of drain 
periods. 

I believe the oil industry needs to 
put its own house in order. I think 
there is a trend in that direction, but 
it has not yet been accomplished. 

STUART L. SPRADLING 
Director of Research 
M-F-A Oil Co. 
Columbia, Mo. 


Lube Oil Refining Capacity 


It is unfortunate that two sets of 
lube oil refining capacity figures are 
in circulation. One set, a National 
Petroleum Council estimate, was used 
on page 74 of the June issue of NPN. 
The NPC report, United States Re- 
finery Capacity 1957, published in 
1958, estimated July 1, 1959, capac- 
ity at 199,270 b/d. In contrast, a 
National Petroleum Assn. survey in- 
dicated national capacity of 182,760 
b/d., 1,000 bbl. of which is non- 
operable. 

A check by the National Petroleum 
Council revealed that Humble Oil 
was shown to have a total Jube capac- 
ity of 33,700 b/d in the Council's 
survey, whereas the NPA _ report 








90 Schureman Street 
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THIS NEW LOW-COST 
FUEL USE COMPUTER 


cuts your oil delivery costs— 
eliminates degree day calculating 


There’s no complicated calculating needed with the new low- 
cost direct-reading Fuel Use Computer. You’re able to tell at a 
glance the amount of fuel consumed each day by your cus- 
tomers—able to schedule your deliveries to get more profitable 
use out of your trucks. 

How does the Fuel Use Computer work? The rugged, easily 
installed roof-top measuring unit continuously relays the weather 
around you right to the compact recording unit on your desk. 
All you do is glance at the direct reading dials for the average 
fuel use at any time. The recorded “‘weather units” are displayed 
on four easy to read registers which indicate fuel oil use for 
customers who combine house and hot water heating as well as 
for those who heat house only. What could be simpler? 


Just Check These Cost-Cutting Features 
Far Less Clerical Work—And You Use Your Present Card 
System 
No More Run-Outs— More Use Out of Your Trucks 
Easy to Read— You read “‘weather units” right off the dials 
Simple to Install—And Maintenance-free 
Safe—low voltage roof units 

For more information on how you can cut your oil delivery costs 
with the new Fuel Use Computer, write today. — 


H| Bi} HRB-SINGER, INC. 


A Subsidiary of The Singer Manufacturing Company 











same thing? 
New Brunswick, New Jersey 


Letters 


| showed 18,500 b/d. This is a sub- 


stantial part of the 17,510 b/d dif- 
ference in the total figures, leaving 
2,310 b/d unexplained. However, 


| the Council points out their figures 
| were estimates and that the remain- 


ing difference would easily be due to 
actual expansion of capacity. 
THoMas W. PHELPS 
Manager, Dept. of 
Economics & Special Studies 
Socony Mobil Oil Co. 


| That Greenville Independent 
| After reading your article on a new 


unbranded operation in Greenville, 
S. C., (July p17), I get the impres- 
sion that your reporter as well as 
“jobbers in the Greenville area” were 
very much amazed and chagrined 
that a local company, an independent 
in the gasoline business opening a new 
location, put on a grand opening and 


| posted a price of 22.9¢ per gal. Much 


is also made of the fact that “the 
unbranded product is coming from 
a Charleston, S. C., oil man.” 

1) What is so extraordinary about 


| posting 22.9¢ per gal. over a week- 


end during a grand opening? Just two 
weeks prior to that, an independent 
with a chain of stations not more 
than two miles away had a similar 
grand opening and posted an identical 
price. Is it a virtue for an independent 
operating a chain of service stations, 
but a sin and an outrage for a local 


k independent? 


2) Since your article names the 


| new unbranded company (Consoli- 


dated Oil Co.), there can be no ques- 


| tion about the source of its supply. 


I am a stockholder in Palmetto 
State Oil Co. I happen to live in 
Charleston, but every gallon of prod- 
uct that this company sells to the un- 
branded outlet in question comes 
from either the Croft Terminal at 
Spartanburg or the Belton Terminal. 
There is absolutely no connection be- 
tween my operation as a_ branded 
dealer in Charleston and that of 
Palmetto State Oil Co. 

3) In the Greenville-Spartanburg 
area, we have strictly an unbranded 
independent operation. We do have 
one location selling under the sign in 


| the Greenville area, purely and sim- 


ply because our supplier happens to 


| own that particular location. 


4) “He is playing both sides of the 


| street.” To take this article at face 


value, is it a virtue for major 
branded suppliers to sell to independ- 
ent unbranded marketers and a sin 
for a small local company to do the 


FRANK S. Hay 
Charleston, S. C. 
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MCNAMARA’S RICHFIELD Serv- 
ice Station, Oakland, Califorriia. 


F. Q. MCNAMARA, OWNER, McNa- 
mara’s Richfield Service Station. 


iter LOD 


A NATIONAL SYSTEM eliminates errors in addi- 
tion, saves time and speeds customer service. 


“Our Calional System 
saves us ‘2,400 a year... 


pays for itself every 11 months!’ 


“Our National System acts as a watch- 
dog over the business during my 
absence,” writes F. Q. McNamara, 
owner, McNamara’s Richfield Service 
Station. “For instance, shortages, if 
any, are discovered at the end of the 
day and are pinpointed to the shift 
and employee on the job. With con- 
trol like this, it is no wonder that our 
overall profit picture has increased 
substantially. 

“Our National System improves cus- 
tomer service by providing error-free 
mechanical addition of the sale. This 
is especially important during our rush 
periods. In addition, I now can effec- 
tively plan man-hour coverage with the 


accurate records provided by our Na- 
tional System for the most efficient 
utilization of personnel. 

“Our National System enables me to 
keep my hand on the pulse of the busi- 
ness at all times. I strongly recommend 
a National System to any service sta- 
tion dealer. Our National System saves 
us $2,400 a year... pays for itself every 
11 months!” 


Jrower MU Trane 


owner McNamara’s 
Richfield Service Station 


THE NATIONAL CASH REGISTER COMPANY, vayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 75 YEARS OF HELPING BUSINESS SAVE MONEY 


12 (To obtain more data on advertised products see page 176) 


—McNamara’s Richfield Service Station 
Oakland, California 


Your service station, too, can henefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves 

go through sav- 10e¢ 
ings, then continue to 
return a regular year- Wélienal 
ly profit. National's Tf, 
world-wide service or- YEARS, 
ganization will protect 1959 
this profit. 


U.8. PAT. OFF. 
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Money-Making Ideas 


EXTRA SPACE for tuneup work, 
without building an addition to the 
station, is a tough problem for some 
dealers. As a temporary measure one 
station Operator bought a_ surplus 
Army bus and mounted it on blocks 
at the side of the station. Gives him 
just what he needs for shop space 
and parts storage (see photos above). 


$ 


BRAND ADVERTISING on your 
tank truck can be double-ended. A 
private-brander in Indianapolis, 
thinking of all the motorists who see 
his trucks in their rear-view mirrors, 
had his brand name painted on the 
front end of his trucks with the 
spelling backwards. Now the fellow 
up front has no trouble reading it. 


$ 


A CANADIAN dealer beat the pick- 
up and delivery problem by making 
a deal with the local taxi company 
to take his customers home and pick 
them up for a flat fare (S0¢). The 
cost to him was cheaper than sending 
his own men out to pick up and de- 
liver cars. Didn’t leave him short-hand 
at the station, either. 
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PURE DEALER John Mcintosh of 
Maumee, Ohio, is selling all brands 
of cigarettes at near cost. Pushing 
cigarettes, he says, shoved his gasoline 
sales up 30% in one month. A giant 
sign carries the low price notice of 
his cigarettes. 


$ 


NIGHT OWL service is a new fea- 
ture at Floyd Damron’s service sta- 
tion at a shopping center in Columbus, 
Ohio. On handbills, Damron says he’s 
open all night “for busy people who 
need their car all day.” He gets new 
business by featuring low-cost lube 
jobs with an oil change and offering 
case lots of motor oil at special prices. 


$ 


+Y 


SAM REEVE, Indiana Standard 
dealer at Birmingham, Mich., made a 
hit with a new service he added this 
year. He offered to secure 1959 auto 
license tags for any of his customers. 
He put the idea across with this 
motto: “Let Reeve’s Standard stand 
in line for you.” More than 750 cus- 
tomers took him up on the idea. 


$ 


GULF DEALERS in Niagara Falls 
can have eye-catching cartoons or 
seasonal features painted on _ their 
station windows with removable paint 
under a plan set up by Simon Oil Co., 
Gulf jobber, and a local artist. Cost 
to the dealer is $6 per painted win- 
dow. 


$ 


SMALL FRY are welcome at the 
Robinson Bros. Carter station at Con- 
rad, Mont. The Robinsons have set up 
a special area so youngsters can make 
their own bicycle repairs. The kids 
can use any tools in the house as 
long as they return them to the tool 
box. The Robinsons want these chil- 
dren back as customers some day. 


$ 


HANDLING “you-drive-it” cars for 
a car rental agency could mean new 
business for your dealers. Not only 


do they get a commission on renting | 


cars, but their stations get the busi- 
ness of servicing and fueling the cars 
stationed there. 





Model T-882, 2” — 


THE NEW 


W<éH 
9.0.48 wae 


TRUCK PUMP 


80 GPM 


Model T-9125, 
21/2" — 125 GPM 


ROTARY 
SLIDING VANES 
POSITIVE DISPLACEMENT 


PERMANENTLY LUBRICATED 
ANTI-FRICTION BEARINGS 


SPECIAL FEATURES: 


Free porting for unobstructed flow 
Permanently sealed anti-friction bear- 
ings — no lubrication necessary — 
ever. 

Flanged connections 

Long life trouble-free mechanical seals 
Pipe plugs for vacuum and pressure 
gages 

Thrust collars to minimize wear due 
to end thrust 


ADVANTAGES TO THE USER: 


Easy installation due to flanged con- 
nections 

Low maintenance results from per- 
manently lubricated sealed bearings, 
self adjusting vanes. 

Quiet operation from close tolerance 
machining, quiet vanes, anti-friction 
bearings 

Low initial cost 

Optional rotation — easily reversible 


Write, wire or call for full details 


WILLIAMS & HUSSEY 


MACHINE CORP. 


MILFORD, NEW HAMPSHIRE 
TEL: MILFORD, N.H. 761 
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ron FASTER 


SAFER 


LOAD HANDLING: 


ter ae 


; _WATSO ") WATSON 


14 


WATSON 


*\wW° 
WEIGHTLIFTER 


ELEVATING 
TAILGATES 


*% SERIES 1100 (1100 Ib. capacity) 
* SERIES 1300 (1300 Ib. capacity) 


FOR STAKE & VAN TRUCKS 
% TO 2% TONS 


Check these important features: 


% Power closing, automatic locking 
standard equipment ! 


% Single lever, single cylinder control ! 


#* Greater capacity per pound of in- 
stalled weight ! 


* Fast operation—full load lift to 
451/,” in 11 seconds (1100), to 51” in 
13 seconds (1300). 


% Added safety—maximum lowering 
rate positively controlled to prevent 
“crashing”; load stops instantly if lever 
is released; all platforms of safety plate. 
% Low cost—only $520 for largest ser- 
ies 1100 model, $537.50 for series 1300 
(f.0.b. Emeryville; you install—it's easy!) 


WATSON WEIGHTLIFTERS also available for 
all pickups. Write today for free literature; 
please address Dept, R-9 


H. 5S. 


fo iat fo et 
Shanti) 


1316-67th St. © EMERYVILLE 8, CALIFORNIA 
1606 Laskey Road * TOLEDO 12, OHIO 





What They’re Saying 


The Jobber’'s Place in the Sun 


Caloil’s growth proves 
the jobber is here to 
stay, says E. E. Wall,* 
but not without change 


66 The California Oil Co. markets 
almost entirely through distributors, 
and it always has. . . . [It] brought a 
new brand name into what is prob- 
ably the most competitive oil market 
in the world. ... 

The California Oil Co. was created 
not by conception but by mis-concep- 
tion. In the waning days of World 
War II, a great many people were 
already . . . thinking about the tre- 
mendous capacity in nearly every 
field of manufacture which had been 
built up almost overnight to supply 
the needs of our military forces. 

. . . Out on the West Coast, Stand- 
ard of California [Caloil’s parent] 
had added considerably to its refining 
capacity and had built up its crude 
oil supply to feed the refinery units. 
At the same time, production of its 
partly owned affiliate in Saudi Arabia 
was growing fast... . 

Going along with the majority of 
the nation’s economists, California 
Standard was looking ahead to a per- 
iod of excess supply of petroleum 
products. With a tanker fleet avail- 
able, why not see if an arrangement 
could be made to sell these products 
on the East Coast. 

. . . The widely predicted economic 
cutback never came. 

. I think that The California 
Oil Co. has learned a whole lot in 
these few short years. And perhaps 
the most important thing that it has 
learned is the value, and the real 
place, of the jobber in the whole pic- 
ture of petroleum sales and distribu- 
tion. 

. . . The jobber or distributor who 
is a good businessman, who has built 
soundly and wisely, who keeps up 
with changing times and conditions, 
will always have a profitable place 
in this industry. 

He can’t help it, really, because 
all other things being equal, he has 


*From an address by E. E. Wall, president 
of The California Oil Co., to Empire State 
Petroleum Assn.’s jobber management con- 
ference at Cornell University, Ithaca, N.Y. 


Wall: ‘You have new problems’ 


qualities and position that are unique 
to him. He can beat a supplier com- 
pany, in direct operation, at this game 
of sales and supply for the very rea- 
sons that brought him into being in 
the first place. 

. . You, as jobbers, have new 
problems to consider-... But... 
this doesn’t mean that the independ- 
ent jobber is going to be squeezed 
out of the picture. 

What it does mean is that he must 
adjust to the changing times, to 
the changing conditions which build 
up around him. 

. . . The private-brand, the un- 
branded, growth has been brought 
into being by independent business- 
men because they were smart enough 
to see an opportunity and to do some- 
thing about it. 

But let’s not forget that in large 
part they are local businessmen. They 
are in your league, with all the ad- 
vantages which are peculiar to jobber 
operation, the advantages of flexi- 
bility, of fast, local decisions, of being 
part of the local community. 

You can meet this competition! 

.. . Your problem here is to over- 
come a price advantage with con- 
venience and service beyond what 
he can expect at a private-brand out- 
let. 

. . . I sincerely believe that those 
of you who are branded jobbers— 
and who are as good businessmen as 
the private-branders — can hold your 
place in the market. 

You can do this because you have, 
as well, all the resources of a major 
supplier company behind you, which 
a private-brand operator does not 
have.99 
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About majors’ dual fuel 
interests...knowing your 
jobbers... Gulf's politics 


We believe that the best interests 
of labor and business can be achieved 
by thrashing out their conflicts in 
public, so the voters decide each issue 
on adequate information. We are 
entering politics to make sure we lose 
no more such issues by default; but 
win or lose, we believe the country 
will be better served than if we had 
not taken part.” C. J. Guzzo, market- 
ing vice president, Gulf Oil Corp. 


¢¢ In contrast to most of the postwar 
years, much of the capital spending 
of 1958 and 1959 is directed at getting 
greater efficiency rather than more 
capacity. The slowdown in total 
spending and change in emphasis are 
bound to have a favorable effect, 
eventually, on the price weakness 
which have been so troublesome dur- 


ing the last two years.” M. J. Rath- | 
Standard Oil Co. | 


bone, president, 
(New Jersey). 


¢¢ It is inconceivable that a major oil 
company having an equal interest in 
both its children, heating oil and na- 
tural gas, would see one arrive at a 
position where it would completely 
imbalance the economic position of 
the other . . . It is unreasonable to 
think the majors would be investing 
such large sums buying up heating 


oil businesses if they saw no future | 
for the industry.” Charles H. Burk- | 


hardt, national secretary, distribution 
division, Oil Heat Institute of Amer- 
ica. 


¢¢ If it were possible to have a hidden 
microphone placed in one of these 
meetings (jobber association board ef 
directors), a marketing vice president 
would be surprised at two extremes 
of expression . . . , his optimistic 
opinion of some of his own jobbers 
toward his company would be jarred 
from its foundation . .. , [and he 
would be] pleasantly overwhelmed by 
flattering statements coming from the 
lips of those he might have mistrust- 
ed.” J. D. Hadley, executive secretary, 
Michigan Petroleum Assn. 


¢¢ In Canada, the only country where 





TOUGH - 
BUT NOT 


MUSCLE-BOUND! 


hermoic 


A petroleum hose needn’t be a brute 
to be tough. That’s what’s good 
about Thermoid-Quaker Fuelmaster 
—it’s highly flexible and kink-resis- 
tant without being too tough to 
handle. But it lasts and lasts under 
the most severe weather and operat- 
ing conditions. 


Reinforced with tightly-braided 
high-tensile rayon cords in two- or 
three-braid construction, Fuelmaster 


Fuelmaster Hose 


has an extra-thick neoprene cover to 
withstand heavy abrasive wear. A 
static wire braided into the carcass 
can be grounded. 


Use Fuelmaster as a fuel-oil, diesel- 
fuel, or gasoline hose. 1’’to1 '4’’I.D., 
lengths of 100 to 175 feet. Ask your 
Thermoid distributor for Fuel- 
master, or write to Thermoid Division, 
H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


| DIVISION 


H.K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION; Electrical Equipment — 

DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; Specialty Alloys —RIVERSIDE-ALLOY METAL 

DIVISION; Refractories—REFRACTORIES DIVISION; Electric Furnace Steel—CONNORS STEEL DIVISION, VULCAN- KIDD 

STEEL DIVISION; Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE ROPE 

DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY de MEXICO, S. A.; and in Canada, Refractories, “Disston” 
Tools, “Federal” Wires and Cables, “Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD. 


consumption per capita approaches 
that of the U.S., estimates of average 
annual growth of more than 5% over 
the next few years appear quite rea- 
sonable.” J. A. Cogan, vice president, 
Imperial Oil Ltd. 
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Report No. 2 on trends in service station lighting 


wn 
? 
PP ARSRS.. 257445) Ee: 


New pump island light draws 


business off main street 


Bright, wide-coverage Revere Chevron-Lites do a powerful job 
of attracting business from the nearby major intersection and 
drawing it to the side-street location of Ferino’s Service Station 
and Car Wash in Chicago. The advanced design of the lighting 
installation has high attention-getting value — and it does an 
extremely effective job of lighting up the pump island and 
service area. 


Superior lighting enables this station to compete effectively 
with service stations on the main streets. The Ferino station 
combines fluorescent island lighters with incandescent flood- 
lights to give an overall effect of cleanliness and efficiency — 
a direct invitation to the passing motorist. 


Revere multiple fluorescent luminaires are upswept 15° for 
broad coverage. A 6-foot extension enables three Revere in- 
candescent floodlights to be mounted on each island lighter . . . 
floods cast smooth, bright light on approaches, driveways and 
the station perimeter. A triple floodlight installation on the 
corner supplies more light for approaches. Send for your copy 
of Revere’s outdoor lighting equipment catalog. 














1. One Revere No. 9114-8 Chevron Island Lighter mounted 
on each pump island. Luminaires are upswept 15° and 
have 15° lateral tilt. Luminaires are designed for maximum 
efficiency using high output fluorescent lamps. A special 
14-foot tapered octagonal pole with special brackets sup- 
ports luminaires. Poles have two knockouts for air and 
water outlets. Square poles are also available. 


2. Three Revere No. 4213-P 1500-watt floodlights on No. 
217-PA bracket are mounted on top of each pole. Extension 
screws into octagon pole for 20-foot mounting height. 


3. Revere No. 199-G-20 hinged pole mounts three addi- 
tional No. 4213-P floodlights at corner. Hinged pole enables 
quick, easy cleaning and relamping of floodlights. These 
floodlights are concentrated on driveways and approaches. 


A well-lit station is a busy station 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. * 7420 Lehigh Avenue + Chicago 31, Illinois 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


(To obtain more data on advertised products see page 176) 
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THE FIRST SIGN of the New Look at DX Sunray is the new red, white 
and blue DX diamond. Modern, distinctive, outstanding visibility day or 
night. It heralds an entirely new marketing personality for DX Sunray. To 
get the big picture of DX Sunray’s New Look please turn the page... 








DX SUNRAY IS MOVING FORWARD with sweeping new 
developments in products and marketing techniques. They started 
two years ago with the introduction of a great new scientific discovery, 
DX Boron Gasoline. This was just the beginning. For soon there 
will be a magnificent New Look wherever the eye meets 

DX Sunray, from service stations to tank trucks, 

from products to packaging. 


What does this New Look mean to you? New prestige, new 
opportunity, new sales successes, new profits when you 
make the DX New Look yours. 




















New Look In Service Station Colors—Handsome, eye-appealing off- 
white and blue DX service stations are as smart and modern 
as the brilliant new DX diamond sign... and they are paying 
off with increased sales and profits. 





New Look In Pump Colors and Identification—Striking white pumps 
with emblems in luxurious gold and vivid red. They match 
the brilliant performance of DX Lubricating Gasolines. 


New Look In DX Uniforms —Now DX Dealers are the best-dressed 
servicemen on the driveway. New two-tone, royal blue uni- 
forms that feature a new miracle blend of wash-and-wear 
Dacron. They keep their crisp appearance, wear longer and 
are more economical. 


New Look In Tank Truck Color Design—DX tank trucks and trans- 
ports display a clean, attention-getting new look. Their neat 
appearance suggests cleanliness and efficiency. They are roll- 
ing advertising for the progressive, aggressive management 
of DX Sunray. 


New Look In DX Boron Gasoline—Boron is a great scientific dis- 
covery used as fuel in missiles, jets and rockets. In DX Boron 
Gasoline, the power of boron is harnessed for automobiles. 
DX Boron missile-powers cars for smoother, knock-free per- 
formance and vastly improved mileage. 


New Look In DX Boron Motor Oils —The world’s first Boron Motor 
Oils! They bring miracle cleansing action to give motorists the 
world’s cleanest engine plus unmatched performance benefits. 
New, inside and out, from product to containers to names. 
































Kockel to peopel with te 
DX 


DX BORON GASOLINE 
Most successful gasoline in history! 


Records tumble as DX Boron Gasoline sales zoom 
skyward. Surpassing industry sales figures month 
after month, DX Boron brings millions of motorists 
a new world of smoothness, knock-free power and 
mileage. It lubricates, too, at no extra cost. DX 
Jobbers and Dealers are enjoying tremendous in- 
creases in gallonage and profits. This is the gasoline 
that is outperforming—in sales and on the road— 
everything in the U. S. A.! 














DX BORON, MOTOR OILS 
World’s first Boron Motor Oils! 


New DX Boron Motor Oils provide miracle cleans- 
ing action to give motorists the cleanest engines in 
the world. Plus greatly improved gasoline mileage, 
higher octane performance from gasoline and more 
protection against every form of engine wear. DX 
Sunray’s complete line of new Space-Age Motor 
Oils and Lubricants means a product for every purse 
and purpose ... and the exclusive advantage of 
selling the world’s first and only Boron Motor Oils. 
In eye-appealing new packages that sell on sight. 


SPECTACULAR DX ADVERTISING 
It missile- powers your sales! 

Outstanding new television, newspaper, farm paper, 
outdoor, radio and point-of-sale advertising are all 
part of the New Look that brings home the business 
for DX Jobbers and Dealers. Featuring the authen- 
tic Boron rocket-missile story, this unique petroleum 
advertising enjoys an unmatched record of success. 


ANEW LOOK IN PROFITS FOR YOU 
Another color in the red, white 
and blue New Look—green! 


Thousands of DX Jobbers and Dealers report as- 
tounding sales success. With equivalent profit in- 
creases, sales rises of 20, 30, 40 per cent are not 
unusual. DX offers you the most profitable fran- 
chise in the petroleum industry today! 


Want to hear what DX Sunray’s 
New Look can do for you? 


Write, wire or telephone: N. B. Ingram, General 
Manager, Retail Marketing, DX Sunray Oil Com- 
pany, P.O. Box 381, Tulsa 2, Oklahoma. 


The sign of products you 
trust, service you remember 


DX SUNRAY OIL COMPANY 
Subsidiary of Sunray Mid-Continent Oil Company 
Tulsa, Oklahoma A-T-16 














PREMIUMS hit the Rockies’ gasoline market this summer. Perennial tourist-season 
price cutting failed to appear in some areas, the first time in three years. Favorite 
premium was tumblers, offered by Chevron, Carter and Frontier (see Rockies). 


The Rockies 


Station premiums spread 
as price cutting wanes 


FOR THE FIRST TIME in three 
years, most of Colorado oil marketers 
escaped a summer wave of price cut- 
ting. But premiums with gasoline sales 
spread as never 
before. 

Tumblers _be- 
came the most 
popular premium. 
At least three ma- 
jor marketers in 
the Rockies of- 
fered them at 
their service sta- 
tions throughout 
the region. 

Carter and 
Frontier found 
they had the same idea. Both capital- 
ized on Colorado’s Centennial cele- 
bration, “Rush to the Rockies,” and 
offered souvenir tumblers. They fea- 
tured scenes reminiscent of the gold 
rush and the Old West. The glasses 
sold for 19¢ each with any purchase. 

Chevron offered tumblers with a 
less fancy modern design, selling them 
for only 5¢ with each 8 gal. of gaso- 
line. 

Other marketers jumped into the 
premium race, some with tickets for 
rides at local amusement parks. 


ie came 


By Frank Pitman 


Along with these special premiums, 
trading stamps flourished unabated. 

One new idea in stamps popped up. 
A Sinclair dealer began offering a 
U.S. 4¢ postage stamp with each 4 
gal. of gasoline. 

“Sure it brought in more business,” 
he said. “The customers don’t turn 
down the postage stamp, but some of 
them—men especially—used to turn 
down the trading stamps. 

“Everybody can use a_ postage 
stamp. They don’t have to stand in 
line at some redemption center to cash 
in, either.” 


Ways for dealers to improve profits 
were offered by S. M. Whitehill Jr., 
Carter’s Denver division manager, at 
a meeting of the Petroleum Retailers 
Assn. of Colorado. 

They are: 

e Stop giving away margins in the 
form of under-the-canopy discounts. 

e Charge fully compensatory rates 
for service work. 

e Keep stations neat. 

e Carefully select and train em- 
ployes. 

Whitehill described service stations 
as “virtually small-sized department 
stores and hospitals for ailing auto- 
mobiles.” 

He urged dealers to offer more 
service. 

“Tests show that minor tuneup serv- 
ice increases gallonage as much as 
233% and adds substantially to serv- 
ice income,” Whitehill said. 
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POSTAGE STAMPS were one dealer’s 
answer to the flourishing trading stamps 
of competitors. 


»Wyoming’s complex legal battle 
over trading stamps is heading for a 
crucial court test. 

At issue is a 1959 state law pro- 
hibiting trading stamps. It has been 
held unconstitutional by a district 
court judge. 

Two appeals have been filed in the 
Wyoming Supreme Court against this 
ruling: 

e One is by the state attorney 
general, who has been enjoined from 
enforcing the law in Laramie County, 
where the district court ruling applies. 

e Another is by 34 business firms 
who support the anti-stamp law. The 
district court had refused to let them 
intervene in its proceedings, and the 
Supreme Court upheld it. 

Another appeal before the Supreme 
Court deals with a Casper city ordi- 
nance banning trading stamps. Four 
trading stamp companies seek to over- 
throw a district court ruling uphold- 
ing the ordinance. 

A case questioning the validity of 
an anti-stamp ordinance in Worland is 
pending in district court. 


Three major figures in oil marketing 
will speak at the Colorado Petroleum 
Marketers’ Assn. convention Oct. 8-10 
in Colorado Springs. They’re Dwight 
F. Benton, Indiana Standard sales vice 
president; Charles J. Guzzo, Gulf ex- 
ecutive vice president; Otis Ellis, gen- 
eral counsel, National Oil Jobbers 
Council. 
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The Midwest 


Management service is 
available for dealers 
_.. Tulsa Oil expands 


A NEW TAX and bookkeeping sys- 
tem combined with a business man- 
agement service is now being made 
available to dealers in Illinois, Wis- 
consin and Indi- 
ana and soon in 
Michigan. Aver- 
age cost is $40 a 
month. 

Operated by 
Minnesota - born 
Frank Henry, the 
new service is a 
franchised exten- 
sion of Edwin K. 
Williams and Co., 
which has oper- 
ated on the West 
Coast for a number of years. 

Charges for the service, devoted ex- 
clusively to service stations, are based 
on gallonage, and range from a mini- 
mum of $30 a month to a high of $55. 

Here’s how the service works and 
what it provides: 

Dealers first spend five to seven 
hours in a short but intensive review 
of all the fundamentals of service sta- 
tion management. For many dealers, 
the course is a real eye-opener. Some 
may never have heard of a ratio-to- 
sales concept. 

Henry makes it clear that his ser- 
vice is no cure-all for dealers who 
long to rid themselves of record-keep- 
ing. They still must make daily entries 
—and quite probably more than they 
did in the past. 

But it’s one thing to have adequate 
records and still another to read mean- 
ing into them. That’s why the Wil- 
liams and Henry organizations say 
“bookkeeping is only 10% of the job; 
business management and operations 
analysis is 90%.” 

Under the plan, dealers are required 
to make out daily sheets. At month- 
end they send these to Henry’s office 
along with all invoices, a copy of the 
payroll, and an end-of-the-month in- 
ventory. 

The dealer’s records are handled 
each month by the same auditor. Each 
auditor is responsible for no more 
than 40 to 50 accounts and in no case 
is allowed to have more than one set 
of books on his desk at a time. 

What does the dealer get back from 
the office? According to an organiza- 
tion brochure and reports by Chicago 


By Lewis Brigham 


dealers now taking the service, he 
gets: 

e A completely departmentalized 
statement of profit, with all the ratios 
and percentages figured. 

e A complete financial statement 
showing the business’ financial condi- 
tion each month. 

e A complete physical inventory 
of all merchandise for resale, includ- 
ing the showing of major product 
shortages. (Incidentally, Henry says 
he has yet to find a Chicago station 
with less than $150 a month product 
shortage. ) 

e A complete series of graphs, 
comparing the business this month with 
the same month last year, and compar- 
ing the station’s business this month 
with the area average as reflected by 
stations in the area handled by the 
organization. 

e All invoices completely categor- 
ized, 

e All daily sheets corrected for 
arithmetic errors. 

e All tax forms for the month, 
quarter and/or year made out, ready 
for signing and mailing. 

Dealers also receive a detailed writ- 
ten comment on the specific strengths 
and weaknesses of the station’s oper- 
ation each month. This spells out ac- 





tions the dealer should take to get a 
balanced selling program. 

Additional comment on the month- 
ly analysis is provided by the field men 
(three to an office) who each month 
pick up and deliver the station rec- 
ords. These representatives are also 
instructed to work closely with the 
supplying company salesman who calls 
on the dealer. 

Henry acknowledges there are many 
record-keeping and tax services avail- 
able to dealers throughout the coun- 
try. But he says the unique value of 
his organization lies in the fact it 
works exclusively with service stations 
and is staffed by former dealers. 

Comparing his service with a typical 
auditor’s P and L statement is ‘like 
comparing apples and oranges,” says 
Henry. “I ought to know. I’m a con- 
verted CPA who found out early in 
the game that all my traditional ac- 
counting theories didn’t help much in 
analyzing a service station operation. 
It’s a very specialized field.” 

Branches have been opened in Chi- 
cago, Milwaukee, Indianapolis and 
Peoria. One in Detroit is opening 
shortly. 
> Midland Cooperatives Inc., Minne- 
apolis, is selling its interest in National 
Cooperative Refinery Assn. to Iowa 


Theology Students by Day. ... What by Night? 


These four men, all studying for the priesthood or ministry in Chicago seminaries, 
are breaking into a car parked at Bill Eck’s Pure Oil station in Chicago. But it’s 
all on the up and up. They’re Eck’s attendants, four of some 200 seminary stu- 
dents he’s hired since he opened his station in 1944, (The car was locked by its 
absent-minded owner when he parked.) Eck gets the students through a semi- 
naries’ placement office. “They’re mostly small town boys not allergic to work,” 
he says. “And you can throw away the cash register with them.” When Eck 
needs attendants, he doesn’t have to look any farther than the placement office. 
It has “a long line of students who want to work for us,” he says. 
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NEW BUCKEYE 


€ Alarm Emergency Valve 


1 PROTECTS AGAINST 
FIRE AND IMPACT 


Fire Protection 

Fusible link is located 
up and away from valve 
body to speed shut-off 
response to fire and 
heat. Bracket is held 
by non-conductive wire, 


Severe Impact Protection 


Severe impact will sever 
Cadmium Shear Neck 


eliminating possibility 
that valve body will act 
as coolant. 


causing valve to close. 
Shear groove is in 
adapter, rather than in 
body. You replace just 
the inexpensive adapter. impact Protection 

360° non-directional 
sensitivity to impact. 
Sharp blow to pump 
trips impact pin. Valve 
snaps shut instantly. 
Cuts off fuel flow. Easy 
to reset by hand. 


Available with threaded, 
or Dresser-type en 


BUCKEYE UNDERPUMP EMERGENCY VALVE FOR 
REMOTE PUMPING SYSTEMS 


Buckeye, first with an emergency valve for 
remote pumping systems (the 431-D which is still 
available), now brings you the #9484—a new, 
single disc underpump valve that responds 


space for emergency operation. Valve will not 
trip accidentally from pump vibration. 
Cast iron hot dipped galvanized body 
Assembled with fireproof sealing compound 


instantly in fire and impact emergencies. 


Wrench hexes on the body simplify installa- 
tion. Wrench torque is not transferred across 
the shear point. Compact installation dimen- 
sions. Special design requires no additional 


\4,” NPT plugged opening for pressure testing 
Excellent flow characteristics 
Maintenance free 


Tight metal-to-metal seal means valve remains 
effective even if composition disc burns out 


For full details write to: Bucksye 


BUCKEYE IRON & BRASS WORKS - P.O. Box 883, Dayton 1, Ohio 


*UL listed 
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Farm Supply Co., Des Moines. NCRA 
operates a 30,000-bbl. refinery at Mc- 
Pherson, Kans. 

The lowa co-op will buy half of 
Midland’s approximate 10% interest 
in the refinery co-op this year and the 
other half next year. 

Midland made the agreement to 
bring its refining capacity more nearly 
into line with its distribution volume, 
says A. J. Smaby, general manager. 


»Kizer Oil Co. of Mattoon, Ill., has 
been acquired by Richard Small, of 
Road Chief Oil Inc. and Small Bros. 
Oil Co., and by Les Wright, of J. & L. 
Oil Inc. 
Mizer, an 


independent cut-rate 


This 
SINGLE 


Tokheim 
valve... 


chain of outlets in mid-state Illinois, 
was one of the oldest gasoline mar- 
keters in the state. 

Small and Wright have organized a 
new company, Chief Oil Co., with 
headquarters in Mattoon. 


Tulsa Oil Corp., Detroit private- 
brand gasoline marketer, is expanding. 
(Co-owners are Richard Sucher and 
Mel Durbin.) 

Tulsa is opening two new Detroit- 
area stations and converting 13 re- 
cently acquired Duro stations to the 
Tulsa brand. 

Tulsa has nine outlets in the Detroit 
area and 10 in Flint, Lansing, Jack- 
son, Battle Creek and Kalamazoo. 


gives 


DOUBLE 


PROTECTION 


SAFETY in case of collision OR fire 
in remote control pumping systems 


MEETS ALL FIRE REGULATIONS EVERYWHERE 
Here’s built-in safety for every modern 
station! Tokheim’s Model 1099 Im- 
pact Safety Check Valve, installed just 
below island level, provides positive, 
automatic, double protection for prod- 
uct. Either a 100 Ib. blow to the dis- 
pensing pedestal, or a temperature of 
160° will activate this valve’s time- 
tested poppet, stopping flow instantly. 

In the event of collision, pendant 
disengages from poppet stem, closing 


General Products Division 


valve now, before fire starts. If fire oc- 
curs from some other means, fusible 
link melts, releasing trip arm, closing 
supply line. The valve is tamper-proof 
—has no external cocking mechanism 
to clog or freeze. 


Tokheim 1099 is available with 
choice of standard threaded or dresser 
ends, in 114” or 2” sizes. Demand its 
double protection. See your Tokheim 
dealer, or write directly to the factory 
for fact-packed valve bulletin. 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 


1659 waBasH AVENUE 


BUALi yy 





Subsidiaries: Tokheim International, A. G., Lucerne, Switzerland; 


Gasoline Pumps 
and Accessories 


GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
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The Southwest 


Chinaware boosts sales 
... An untimely death 


... Labor troubles 


AN ACCUMULATION of odds and 
ends this month. 


Dick Knox, a wheeling-and-dealing 
Oklahoma private brander, reports 
increasing his bus- 
iness 10%-15% 
one month after 
starting an im- 
ported Japanese 
china promotion. 
Knox, one of the 
earlier tumbler 
promoters, has 
the china decor- 
ated with eight 
different Indian 
designs. You get 
the china in ex- 
coupons received on 
10 gal. or more of 


By Marvin Reid 


change for 
purchases of 
gasoline. 

Knox went to Japan this past spring 
to line up his supply. He reports the 
biggest headache so far is a stocking 
problem. It takes 90 days to receive 
an order from Hong Kong after it’s 
placed. 

Dick has also taken a page out of 
his brother Charlie’s book (NPN— 
July p95) by putting in five skid-type 
stations—four in Tulsa and one in 
Oklahoma City. He reports so far 
they’re doing “just fair—15,000 to 
20,000 gal. per month.” 


»>Knox was one of many Southwest 
marketers shocked over the untimely 
death of Continental Oil’s Southwest 
regional manager, Ben T. Willey. 
Knox had canceled plans to visit with 
the Willey family at Conoco’s guest 
ranch the weekend Willey died after 
having been thrown from a horse. 


> Another outstanding marketer who'll 
be missed is Humble’s Frank A. Watts. 
General manager of marketing, Watts 
is the man who led Humble to Texas’ 
number-one spot in gasoline volume 
right after World War II. Now 63, 
he’s taking early retirement. 


>Some recent labor developments at 
Southwest refineries could affect mar- 
keting in the future—at least indi- 
rectly. 

e The Teamsters union seems de- 
termined to gain a foothold in Gulf 
Coast refineries, where bargaining rep- 
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213-H TANK FILLER HOSE 


..the big name in hose is... 


Name your hose and Goodyear has it! Whether you’re drilling for oil—refin- 
ing or shipping it — or delivering it right to oil-users’ homes — you'll find a 
Goodyear hose for the job. 


For the types of hose shown here are only a sample of the complete Goodyear 
line. It includes a broad selection to cover every possible oil-handling need. 
Many of them are made with CHEMIGUM — the oil-resistant rubber developed 
by Goodyear. And every one is designed and built for easy handling and 
longer service. 

Make sure your next hose is a Goodyear quality hose — by contacting your 
Goodyear distributor, or writing Goodyear, Industrial Products Division, 
Akron 16, Ohio. 


—- a 
Tire & Rubver Company, Akron-onie OC MAE GREATEST NAME IN RUBBER 
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More light power 


NEON FHROYMPVUCTTsS 
INCORPORATE! TD 


Eaizma i, Ohio U.S.A... 


Originators or 
PLASTILUX® Signs 


We operate __ filling stations. Please have 


a Signvertising Engineer call. 


a eC ae 

bo ES ee a 

Sin i OE 
TTA RE SLO 

CITY. ce el ee 
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costs 


with lowe 


For years NPI has served the varied 
needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
with years of trouble-free use built into 
them has been met. In addition, the ca- 
pacity to deliver on schedule, without 
fail, has established NPI as the most 
reliable supplier of illuminated filling 
station signs. 


The services of a Signvertising® Engi- 
neer to help you modernize your entire 
sign program are available with no obli- 
gation. Just use the coupon at the left. 


WRITE TODAY — Use this coupon to*get 
the services of a Signvertising® Engineer. 
No obligation. 
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resentatives up to now have generally 
been either Oil, Chemical & Atomic 
Workers (OCAW) or independent 
groups. 

The Teamsters have their eyes par- 
ticularly on Esso’s Baton Rouge and 
Humble’s Baytown refinery. The 
OCAW, too, would like to get into 
these refineries, now in the independ- 
ent union camp. 

Some sources see the Teamsters as 

a real threat if they get into refineries. 
Reason: If this group calls refinery 
strikes, transport workers are likely 
to walk out in “sympathy.” This would 
stop or at least cut to a dribble the 
flow of products from unstruck plants. 
This is something the OCAW hasn’t 
been too successful in doing. 
e American Oil’s plant management 
in Texas City, where OCAW called a 
strike June 30, has shown again that 
refineries are taking a tougher stand 
toward union demands for job classi- 
fication and assignment rights. 

Amoco’s plant management told the 
union it wouldn’t give in to this de- 
mand, that it had to retain the right 
to operate its refinery as efficiently 
and economically as _ possible. It 
charged OCAW was seeking “feather- 
bedding” and ‘make-work” rules. 
Then Amoco sent letters to its em- 
ployes and to community leaders in 
Texas City, spelling out the issues 
and its stand. 

(In one of these letters, incidentally, 
management said the refinery was pay- 
ing its workers from $5,000 to $7,000 
a year. The average man among its 
1,300 wage earners was getting $2.94 
per hour or $6,100 per year.) 


> Arkansas jobbers, commission agents 
and service station dealers will hold 
a joint conversation in Little Rock 
Oct. 15-16. It’s an experiment to see 
how such meetings might work out, 
and could lead to joint associations. 


Trading stamps and skid-tanks are 
still worrying Oklahoma marketers, 
probably more than anything else, re- 
ports jobber Jim Countryman. He 
says Oklahoma markets this summer 
have been “a little weak.” 


>A Phillips 66 franchise in the 
McLennan County area, Texas, has 
been sold by Britain Oil Co. to 
Haltom-Murphy Inc., a new Waco 
firm. Among $500,000 assets are a 
bulk plant and 17 stations, five owned 
and 12 leased. 


The Texas attorney general’s office 
is apparently still collecting data in 
an antitrust suit filed in El Paso, Tex., 
against several companies marketing 
in that area. Field “investigators” were 
in Houston recently to question mar- 
keters about operations in El Paso. 
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The Southeast 


Jobber TBA co-op grows, 


prospers ... Texaco eyes 
top Virginia jobbers 


THE NUMBER of jobbers buying 
tires through a co-op warehouse in 
Montgomery (NPN—June p155) has 
grown from 10 to 13 since June. 
Eleven of the par- 
ticipating jobbers 
do business in 
Alabama, two in 
North Florida. 

The group, of- 
ficially operating 
under the name 
of Southern Mar- 
keting Ware- 
house, is buy- 
ing batteries as 
well as tires. 

It stocks 96 
grades and sizes of Mohawk tires in 
a leased, 14,000-sq.-ft. warehouse. To- 
tal cost of operating the warehouse 
with one full-time bookkeeper-super- 
visor, plus part-time labor for loading 


By B. E. Barnes 
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and unloading, is $1,000 per month 
(including cost of lease). 

Deliveries are made to jobbers or 
dealers by commercial truck, often 
as fast as overnight. This is extremely 
attractive to dealers because of the 
constant lack of inventory space at 
station level. 

Four Alabama jobbers who up to 
now had never been in tires say they 
each expect to do $75,000-$100,000 
in tires this year. 

A late estimate of total 1959 sales 
for all warehouse members is $1-mil- 
lion in tires alone. 

Members say battery volume can’t 
be predicted at present because the 
battery-buying program is still rela- 
tively new. 

Batteries are not stored in the 
warehouse but are drop-shipped to 
jobbers or dealers. However, the 
group’s quantity-discount advantage 
is the same as with tires. 

With such success so far this year, 
will the size of the group continue to 
grow? Members say they aren’t alto- 
gether against having new members, 
provided they’re from non-competi- 
tive areas. However, a new member 
can be admitted only on unanimous 
consent of present group member- 
ship. 





10,000 REDA SUBMERGIBLE GASOLINE PUMPS INSTALLED 


. . « For service station remote pumping systems 


ee 
—_— 
— 


A Reda Submergible Gasoline Pump operates submerged in the storage tank 
If the unit should need to be 
removed for any reason such as for tank service, etc., it can be easily extracted 
by one man. It will pump high vapor pressure fuels and will not vapor lock. 
and % h.p. models with capacities to over 60 gpm. One 
Reda Submergible Gasoline Pump can service up to eight dispensers. 


which may be located wherever convenient. 


Sizes include 4, ! 


Proof of Reda’s top quality is evidenced by the number of major Gasoline 
Dispenser manufacturers who have and are installing our Reda Submergible 
Gasoline Pumps under their own individual brand name. 


Check Reda’s cost-saving advantages. Write for bulletin R-652 which includes 


performance curves and selection chart 


REDA PUMP COMPANY 





























The ease of  instal- 
lation and excellent 
performance of these 
thousands of Reda- 
manufactured gasoline 
pumps tell why service 
station owners and op- 
erators choose Reda 
10,000 Reda Submerg- 
ible Gasoline Pumps 
have proved they pro 
vide trouble-free serv- 
ice for over 3 years 











BARTLESVILLE, OKLAHOMA 


Manufacturer of Submergible Pumps for Oi!, Brine, Water 
Chemicals and LPG for over 35 years 
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»TIwo A-1 Virginia jobbers are on 
the verge of changing to the Texaco 
brand. Brand shifting isn’t rare any- 
where, but Virginia oilmen are watch- 
ing these two possible changes be- 
cause Texaco has for years marketed 
in Virginia primarily through com- 
mission agents and direct sales. 

There are now five Texaco jobbers, 
and 35 Texaco commission agents in 
Virginia. Those five jobbers have all 
been with the Texaco brand for a 
number of years. Now Texaco is of- 
fering full margins for new, key job- 
bershins. 


Texaco division headquarters in 
Norfolk is soft-pedaling any talk of 
changes in marketing policy. Says di- 
vision sales manager C. D. Hall, “I’ve 
always been on the lookout for at- 
tractive, new business in Virginia, 
wherever we needed the market dis- 
tribution. That has been our policy in 
the past, and it’s sure to continue.” 


Raw courage and a baseball bat 
recently stopped a dangerous service- 
station fire near Calhoun, Ga. 

A truck rolled into the station, on 
U. S. Hiehwav 41S. knocked one 





BLACKMER rotary bulk handling pumps 


compact, efficient and self-priming 


ES 
ie 


THESE BLACKMER CONSTRUCTION FEATURES ASSURE 
TOP PERFORMANCE AND LOW MAINTENANCE 


Integral pressure control valve 





Internal splined coupling 
Integral gear head construction 
Hardened steel helical gears 


“Self-adjusting for wear” 
sliding vane design 


Cartridge type seals 
Heavy duty anti-friction bearings 


Available in MODELS GX2, GX2%, GX3 
ond GX4. Delivery ratings — 35 to 525 GPM. 


"liquid materials handling”® equipment 





BLACKMER 





INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO e« GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 
See Yellow pages for your local sales representative 
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pump over and set another afire. 

Firemen used foam in an attempt 
to control the fire, but flames spread 
and threatened two nearby storage 
tanks containing a total 60,000 gal. 
of gasoline. Explosions from the two 
tanks could have resulted in a major 
disaster for the surrounding residen- 
tial area, 

Trammell Wright, a truck driver 
living near the station, saw that the 
main source of the fire’s fuel was the 
broken gasoline pipe where the pump 
was knocked over. Wright rushed 
through heat and flames, jammed a 
baseball bat into the broken pipe. No 
fuel, no fire. Wright wasn’t seriously 
injured. 


>James L. Lee, of Lee and Pomeroy 
Oil Co., Phillips Jobbers in Tampa, 
Fla., is another jobber branching into 
the shopping center business. 

Lee plans a $1.5-million center on 
Hillsborough Ave. in Tampa. Con- 
struction on the 110,000-sq.-ft. project 
is slated for September. Lee’s partner 
in the enterprise is Tampa construc- 
tion executive Paul Smith Jr. 

There’s one service station already 
on the site. Lee owns it but has been 
leasing to Shell. He hopes to get the 
station back within a year, add a 
wash rack, increase the number of 
pumps, and change the signs to Phil- 
lips 66. He’ll then lease the station to 
Lee and Pomeroy Oil Co. 

The station is now doing $40,000 
annually. Lee says that when the shop- 
ping center is completed, added traf- 
fic should increase the station’s take 
to $75,000 a year. 


»>Hampton, Va., jobber E. T. Law- 
son & Son has changed from Rich- 
field to Phillips. Lawson’s coastal lo- 
cation does an annual $2.5-million to 
$3-million in fuel oil and gasoline, 
largely to commercial vessels that ply 
the Norfolk-Hampton Roads waters. 


The West 


More dealer troubles 
... Oil companies win 
state tax rebates 


MORE dealer strife erupted in the 
Northwest last month. There were 
shutdown threats, suits, picketings. 

Roy Weston, president of Washing- 
ton Gasoline Dealers Assn., ordered a 
statewide station shutdown to begin 
Aug. 19. 

He said talks with suppliers on uni- 
form tank wagon prices and elimina- 
tion of subsidies had broken down. 
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SERVICE STATIONS LOOK TO OTHER SERVICES 


Dealers are finding they can't live on gasoline 
profits alone. They must turn to other plus 
revenue services. Services which: 


(1) are highly profitable 
(2) help increase gasoline and oil sales 
and services 
(3) create customer loyalty 
(4) can be learned quickly and thoroughly 
and don’t require large investments 
Ignition tune-up is the single minor service that 
meets all these objectives and provides top 
profit potential. 
Niehoff is the on/y manufacturer that offers all 
the things a service station needs to get into 
ignition service: 
complete line of test equipment 
assortments of ignition parts to meet 
every budget 
modern cabinets included with assort- 
ments at no cost to dealer 
easy to use tune-up instruction booklet 
point of sale material 














FREE, NEW BOOKLET . .. tells 
how tune-ups become the source 
for profits with NIEHOFF. Write for 
your copy today! Request ‘'The 
Trend is to You.” 











Niehoff is the only manufacturer ' 
who offers both test equipment and ignition parts. 


NIEHOF 


AUTOMOTIVE PRODUCTS 


Ignition Parts + Testing Equipment « Hydraulic Brake Parts 
C. E. NIEHOFF & CO. + 4925 W. Lawrence Ave. « Chicago 30, lil, 
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for product pump 
and hose reel drive 


For every type of carrier from 
single or dual product delivery 
trucks to tractor-trailer trans- 
ports, you’ll find Ardmore Hy- 
draulic Drive Systems offer tre- 
mendous advantages. Hundreds 
of new installations each year 
plus the continuing trouble-free 
years of service of earlier instal- 
lations, prove what Ardmore 
equipment can do for you. For 
any product pump, delivered 
capacity is increased as much 
as 30%. Components such as 
product pump or meter are more 
ideally positioned for easier reel- 
compartment accessibility in 
operation and maintenance. Hy- 
draulic hose reel drive gives 
maximum safety. Overall instal- 
lation is easier since flexible hose 
replaces rigid piping and pipe 
fittings. 


ARDMORE IS A PATENTED SYSTEM 

The Ardmore design is exclusive. 
Only Ardmore can give you 
Ardmore performance features. 


GUARANTEED FOR PERFORMANCE 

100% guaranteed for perform- 
ance as specified, providing the 
system contains all Ardmore 
components. Your inquiry for 
complete information is cordially 
invited. } 


ardmore | } 
engineered ae 


for dependable quality, 
superiot performance 


° for tank truck 


¢ faster delivery 
e less maintenance 


¢ greater safety with 


HYDRAULIC 
DRIVE 
SYSTEMS 


U.S. Patent No. 
2,816,767 


| 
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ARDMORE 
PRODUCTS 


1835 Shermer Road @ Northbrook, Illinois 
Eastern Office: 612 Commerce Road, Linden, N.J. 


International Sales and Service 
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Weston had the apparent backing 
of enough dealers to make the shut- 
down come off. In July, the associa- 
tion’s executive board, said to repre- 
sent about half of the state’s 6,000 
dealers, gave Weston authority to order 
the shutdown. 

In Tacoma, Shell filed another suit 
in a struggle with insurgent dealers 
in that area. It sued Carl L. Murdock, 
principal spokesman for the dealers, 
for $2,827 allegedly due the company 
for products delivered to him in the 
last three years. 

Earlier suits brought by Shell seek 
writs of restitution against five com- 
mission-type dealers. The five are 
among 18 Shell dealers who cancelled 
their purchasing agreements with the 
company in June. 

In Washington generally, until the 
most recent shutdown threat, troubles 
had appeared to be subsiding. Dealers 
had met with some major oil company 
representatives. Many seemed to feel 
they had had sympathetic hearings. 

The dealers resumed their efforts 
to maintain prices at 35.9¢ for regu- 
lar, including 9.6¢ taxes. This gave 
them the 7¢ margin they said they 
needed to run a profitable business. 

They also tried to discourage other 
dealers from cutting prices, picketing 
in some cases. 

The dealers contend much price 
cutting comes from dealers who own 
their own facilities and lease them to 
their suppliers. With a wider margin 
to start with, these “two-party” op- 
erators have been giving up part of 
it to lower prices and pump more 
gas, they say. 


mStandard Oil Co. of California 
will obtain a $153,000 state tax re- 
fund in Washington under a decision 
handed down by a Superior Court. 
Other oil companies will be in line 
for similar rebates. 

The State Tax Commission had re- 
quired Standard to pay a wholesale 
tax of 0.4% gal. on product distrib- 
uted from its tank farms to its bulk 
stations for sale to farmers, contrac- 
tors and industrial firms, during the 
1955-57 biennium. 

The court ruled that the state 
legislature, in setting up the tax, 
didn’t intend to include such transac- 
tions under the wholesale tax struc- 
ture. State attorneys contended the 
distribution was a wholesale transac- 
tion because the sales from the bulk 
stations comprised retail sales. 

The decision doesn’t affect payment 
of the wholesale tax on distribution 
of products from tank farms to bulk 
stations for re-sale to service stations. 
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The East 


Federal fair trade hit 
. Burner service school 
. Three jobbers merge 


FEDERAL fair-trade legislation isn’t 
needed, in the opinion of Pennsylvania 
Petroleum Assn. The jobber group 
outlined its view on the matter to its 
congressmen and 
senators, asking 
them to support 

PPA’s stand. 
Pennsylv ania 
jobbers think one 
fair-trade law is 
enough. They are 
now operating 
under a state law 
and see no bene- 
By fit to be gained 
Cornelius Brodersen from a_ federal 
fair-trade statute. 
They are convinced that fair-trade 
enforcement should be at the state, 

not national level. 

A federal fair-trade law on top of 
a state law would lead to too much 
confusion, PPA adds. 

It thinks that federal legislation 
would “give suppliers too much power 
over the market place.” PPA feels 
that suppliers could force jobbers into 
fair trade and then proceed themselves 
to bypass fair trade in selling to com- 
mercial accounts. 


> Oil-Heat Institute of New England 
opens up its 15th annual oil heat 
service schools Sept. 14 in Fitchburg. 
On succeeding nights, classes will be 
held in Augusta, Portland, Lawrence 
and Manchester. The second group 
of schools starts Jan. 4, will include 
Quincy, Norwich, Fall River, Provi- 
dence and Natick. The final session 
kicks off March 21 and will include 
Salem, Springfield, Hartford, Bridge- 
port and Arlington. 


>Three heating oil jobbers on Staten 
Island, N.Y., have merged their in- 
dividual operations into Sipco Oil 
Corp. and have been named Tidewater 
branded jobbers for the area. 

Sipco, in effect, replaces F. D. 
Koehler Co., which sold out earlier 
in the year to Tidewater. 

Sipco organizers include Ed Lotz, 
Lotz Fuel Oil Company, Gulf; Oscar 
Butcher, Arrow Petroleum Co., Tex- 
aco; and Joe Conti, Eveready Fuel 
Oil Co., Texaco. 

Sipco has leased Tidewater’s Staten 
Island bulk plant, formerly owned by 





| service to our many 


HERE’S PROOF THAT 


SCOTSMAN 


Reports are coming in from toughens the country that ~~ 


ice cubes available means extra 


gallonage from the extra traffic which. ice creates. 
on gas as well as ice cubes, he comes back again and again. Here 
are ‘tot a few of these amazing reports . 


“fill up 


EAST NATICK, MASS. — Clifton 


| Buckler of Kip and Red’s Community 
| Gulf Service finds that not only have 
| sales of 
| alone proved exceedingly profitable 


Scotsman Super Cubes 


but that his overall volume has in- 
creased. Selling ScoTsMAN bags for 
25¢ each, he reports terrific business, 
averaging $18-$20 per week-end. 


WEST PALM BEACH, FLA.—J. J. Cope- 
lan has this to say about his Scots- 
MAN Super Cuber: ‘Since I bought 
my machine, sales on gas, oil and 


| greases have increased my business 


as much as 40%. Cars invariably 


| drive in for ice and usually fill up 
| with gas or get some other service.” 


| PORT ANGELES, WASH.—R. E. Ren- 


shaw of Renshaw’s Service writes 
that their ScoTsMAN machine “has 
increased our gasoline gallonage by 
bringing more tourists as well as 
local people into our service station. 
We are now able to give complete 
hermen cus- 
tomers.” 


YOUR STATION, TOO, can cash in on this extra pro 
There are over 50 models of 


IceE—truly America’s finest. 


ic 
Means Extra 





Sales 
Profit 
Traffic 


ScoTsMAN 
increased 
en a “sauteaben can 











. extra ts. 


PHILADELPHIA, PA.—Joe Malec of 
Malec’s Esso Service Center paid for 
his ScorsMAN Super Cuber ice mak- 
ing machine quickly out of extra 

es, and has been reaping extra 
profit ever since. An average month 
yields him around $55.00, and he has 
gone as high as $100.00 a "month dur- 
ing the summer. 


RICE LAKE, WIS.—Bob Enderle of 
Enderle Deep Rock Service got a 
ScotsMAN Super Cuber and found 
that people who started to stop in for 
cubes also bought gas so as to make 
it a one-stop service. He estimates 
that traffic increased 45% since 
his Scotsman machine was installed ! 


SCOTSMAN ICE MACHINES 


oto id onnet Up to wee aad ioe of bie 0 on, ot 
Super Cubes daily Super Cubes daily Super 


by, selling SCOTSMAN 
Super 


Cubers and ScotsMaNn Super Flakers to choose from. Super Cubers range 
in capacity from 100 to 500 lbs. daily. Super Flakers — in capacity from 


200 to 2,000 lbs. daily. Send for the new SCOTSMAN cata 


coupon below! 


an 
SCOTSMAN 


ICE MACHINES 
Queen Products Division » Kiag-Seeley Corporation 


log. Use the handy 





about Scotsman Icz Machines. 


@ Please send me complete information 








¥ 
| 
1 
| NAME 
- 
1 
! 


qnapasqnenanend 


249 Front Street, Albert Lea, Minnesota 





Koehler. 
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Associations 


KEY TRON 


Fospitatity Comin? 


‘es 


Pop’s Away, the Tots Must Play 


bat 


The summer meeting of the California Petroleum Marketers Council at Santa 
Catalina Island featured the latest in hospitality suites—a carnival tent for the 
children, While parents attended the business meeting, a clown played host 
to the younger set, serving ice cream, milk shakes, candy and toys. 


ROTARY positive 
displacement pumps 

.. with the patented GRANCO “universal 
joint” pumping action! Compact, rugged de- 
signs for light or heavy duty service. 
GRANCO fast-flow suction strainers are avail- 
able for all models. 





LINE 
METERS 


angular rotary motion 

is the practical answer 

to frictionless metering! HIGH ACCURACY is 
maintained with minimum slippage; large 
measuring chambers deliver more liquid per 
revolution; precision adjustment dials permit 
quick, accurate volume change. 


: Write TODAY for FREE Engineering 
and Data Manual on 
fel Pumps and Meters 
rac) PUMPS and METERS 


Manufactured by 
GRANBERG CORPORTION 


1313 Sixty- Seventh Street, Oakland 8, California 
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Maine 


MOHEDA is upgrading 
oil burner installations 


MAINE Oil & Heating Equipment 
Dealers Assn. wants more oil burners 
installed by licensed personnel and 
wants their work inspected. Upgrading 
installations, it feels, will keep oil heat 
out in front. 

Just how it plans to tackle the 
project was outlined at MOHEDA’s 
convention at Poland Spring this 
summer. 

MOHEDA wants paid fire depart- 
ments in smaller cities to take up the 
inspection work. It’s drafting a model 
ordinance that sets up a uniform 
inspection program, and is asking fire 
chiefs to assign the work to a member 
of their departments. MOHEDA is 
offering to train them in their work. 

Through such a program, MO- 
HEDA says it can cover about 
70% of the burners installed in the 
State. Such a program is already 
working in larger cities that install 
about 20% of the state’s burners. 

Still to be solved is the program of 
inspection in small towns that have 
volunteer fire departments. 

Through local programs, MOHEDA 
expects to beef up installations and 
and inspections now carried out on a 
state level by a crew of two inspectors. 
The state, however, is only covering 
about 3% of the burners installed. 
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CPMC 


Oilmen will get data on 
‘gas’ grade price spread 


CALIFORNIA Petroleum Marketers 
Council is setting up a. program to 
advise distributors on the price dif- 
ferential between grades of gasoline 
—expressed in pennies and fractions. 

This was recommended at CPMC’s 
summer meeting at Santa Catalina 
Island by the distributor committee. 

Explaining its recommendation, the 
committee gave this illustration: 

“Company A markets an 84 octane 
gasoline, at a penny less than its 88 
octane gasoline, and at two pennies 
less than its 94 octane gasoline... . If 
Company B has adopted a policy of 
marketing at a 3¢ differential, be- 
cause its regular grade is 90 octane, 
while its premium grade is 98 octane, 
and Company C maintains a 4¢ dif- 
ferential because its octanes are 90 
and 100 plus, respectively, much con- 
fusion can result in customer evalua- 
tion. 

“An area of unfairness to customers 
can result, which can be prevented by 
making the facts of such different 
policies available to distributors, so 
that they may themselves be able to 
make explanations to the customer.” 

CPMC was careful to point out 
that its advices to distributors would 
not include price but only differentials. 

In other business, the council went 
along with Tom Carroll, chairman 
of the consignee committee, in recom- 
mending broadly that oil suppliers re- 
consider present contractual relations 
with consignees. 

But CPMC wouldn’t adopt the rest 
of the committee’s report that got 
down to details. 

The committee had wanted CPMC 
to “make a concerted effort to per- 
suade suppliers to adopt the five-year 
contract... a.” 

The committee expressed concern 
over what is called the common prac- 
tice of suppliers putting 24-hour 
cancellation clauses in consignee con- 
tracts. 

Dick Brehme, CPMC executive 
secretary, reported on Smog R-E-D 
Inc., a group organized to promote 
feasible voluntary programs of smog 
control. 

Among its projects, Smog R-E-D 
is producing a documentary film 
showing automobile exhaust as “the 
main culprit in the smog situation,” 
not oil refineries and other industries. 


1959 





can a gasoline 


be better than 
its reaiery ? 


——" Highest octane! Cleanest burning! Quickest starting! 
Anti-rumble! Anti-knock! No wonder customers are confused! 
But there’s one thing you can be sure of: A gasoline is no 
better than its refinery. 
A good indication of the quality of a refinery and the gasoline 
it produces is its use of Universal processes, products and services. 
For more than forty years UOP scientists have been making 
important contributions to petroleum refining technology. 
Many of the most important processes in use today were 
originated, researched, developed and engineered by UOP. 
Furthermore, through its continuing technical and laboratory 
services UOP is helping refiners produce top-quality gasoline 
at economical cost. 
Your gasoline is only as good as its refinery. Make sure 
both are the best. 


UNIVERSAL OIL 
PRODUCTS COMPANY 


@ 30 Algonquin Road, 
Des Plaines, Illinois, U.S. A. 


More Than Forty Years Of Leadership 
In Petroleum Refining Technology 
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Sized right, made right — 


Meter Meqgister 


[erelspleliarchareya! 
Strainer & air eliminator 


— i 


Fe. GALLONS 
Quantity ne sevomt cacy onineh 


fofel alias] | FRc 
Valve a - 


> sel Register 


7, 
Micro Adjustment 


10 Hotocycle Meter 
(70 gpm capacity) 


COMPACT— COMPLETE— CONVENIENT 
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to fit right into your trucks 


NEW ROCKWELL ‘‘T-70’’ 
ROJOCVCLE TANK TRUCK METER 


(Rate df flow 14-70 gpm) 


INSTALLS MOST ANY WAY — ANYWHERE 


No tank truck meter is easier to install than 
the new Rockwell ‘“T-70.”’ There are three 
optional inlets, two optional outlets. And you 
can make either a right-hand or left-hand 
setting without using any extra parts. Thus 
these new compact meters will ease right into 
your truck compartments and fit right, both 
as new installations or as replacements. 

Accessibility is another big feature in this 
design. The strainer and air eliminator are 
enclosed in a single housing. Both are ac- 
cessible for routine cleaning by removing 
only four cap screws. 

Trouble-free, shockproof, automatic shut- 
off is insured by a new smooth-closing system. 
Just pre-set the register, touch a lever and 
the meter will automatically shut down in 
easy stages when the desired quantity has 
been reached. 

The meter itself is an accurate, reliable 
Rotocycle with performance now further en- 
hanced by a new crank-type rotor control. 
It’s easy to calibrate—only a screwdriver 
is required. 

The Rotocycle ‘“T-70” truck meter unit 
has been field tested for over three years. 
It’s ready now to go to work profitably for 
you. Write for bulletin OG-410, Rockwell 
Manufacturing Company, Pittsburgh 8, Pa. 


NEW ROTOR DESIGN IS SIMPLE, STURDY. HAS 
FEWER PARTS AND IS PERMANENTLY TIMED 


The rotor in this new Rotocycle meter is controlled 
by a simple coordinated linkage. This new design 
does not alter the proved Rotocycle “floward”’ op- 
erating principle. It does enhance performance by 
providing the advantages of fewer parts, permanent 
timing and quiet operation. 


ROTOCYCLE METERS 


ROCKWELL” 
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MARLOW: 
MODEL 2C2G 


MARLOW: 


MODEL 2MIG self-priming centrifugal self-priming centrifugal truck pump oper- 
truck pump operates at ates at a capacity range from 50 to 100 
a capacity range from 30 to 70 G.P.M. G.P.M. Input speed is 530 to 900 R.P.M. 

Input speed is 400 to 700 R.P.M. 


Before selecting the right pump for your home delivery 
tank truck, first check these exclusive Marlow features:— 


-+»No metal-to-metal contact of internal pump parts eliminates 
wear and greatly increases pump life. Marlow has a complete range 

«+»Mechanical shaft seal is self-lubricating and self-adjusting. of self-priming pumps for 
Proved in thousands of petroleum pumping applications, it handling petroleum products 
eliminates leaks and dripping. 

++-efficient operation throughout entire performance range. 


s ie f trucks and transports. Write 

.»» Patented diffuser self-priming system permits the pump to tae 1 nf, 
reprime itself automatically. Welding shot will not cause os ay tor complete intorma- 
damage to pump parts. tion and the name of your 


..» Greater capacities at low cost, weight and size than obtained nearest Marlow dealer. 
with other types of pumps. 


MARLOW PUMPS® 


DIVISION OF BELL & GOSSETT Co. 
Morton Grove, Wlinois « Midland Park, New Jersey * Longview, Texes 


in bulk plants, retail delivery 


Ria ai 
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...and, you other dealers 


THUS 


\ 





TAKE Exciting displays, tie-in signs and banners, 
valuable premiums, you haven't seen anything 
like it unless you sell Delco batteries. It’s all 


PO } N T- 0 F - $ A LE ; —_ 100% fresh, and it’s all tied in with Delco 
100% FAESH advertising. If you don’t have selling aids like 


MATERIAL: these, you have every right to turn green. 


it’s original equipment off neafly half the cars 
TA K FE itt ten bel celta) on the road. It gives customers the power and 
satisfaction they want... . gives dealers a 
T H F p F [ c 0 DELCOnc:12 tremendcus presold market. Only Delco dealers 
know what a pile of profit that can mean! 
This, of course, is just a smail part of the 
DC-12 B - ‘ complete support behind Delco, but doesn’t it 
. make you glad you're a Deleo dealer? 


are sure to turn sin > green when you turn the page! WS, 
\ VAG, | I \ 


PAG 


i = = 
4 





DELCO 
“TAKES OVER” LIFE 


FOR 
DELCO DEALERS 


0 inno8 
C-12, Delco has 


5 
LIFE vm 
a Seven big full-color ads 


“7 appearing in 
'SSue of LIFE) 





Seen, 
a 


ae 
be, 


\7 











YY 


Never before have battery dealers had such concentrated selling power working for them. Each ad in this one issue will be 
seen by 28,000,000 people! This is over and above Delco’s regular advertising schedule in The Saturday Evening Post, 
Look and Life magazines! This is the kind of solid selling support that all Delco dealers count on and profit by. Be sure to 
see it September 21 in LIFE . . . your customers will! Don't Just Sit There Looking GREEN . . . There’s enough for everybody! 
Call your Delco Battery supplier right now and get in on the “long green” that comes naturally to dealers who handle Delco! 
QUALITY BUILT BY DELCO-REMY — DISTRIBUTED NATIONALLY THROUGH wUMS me GENERAL MOTORS STARTS WITH DELCO BATTERIES 
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wed flaring pails 


nest to save storage and shipping costs! 
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9,000 vs. 3,000 
A boxcar holds 3 times as many 
flaring as straight-sided pails. 
Same 5-gal. capacity! 
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Single seam construction 


gives leakproof protection 
for hard-to-hold products 


Continental’s new flaring pails are ideal for liquid roofing 
cements, paint and petroleum products, dry or powdered 
materials. Ask your Continental man for details. 


EASTERN DIVISION: 
100 E. 42nd Street, New York 17 


CAN COMPANY CANADIAN rca 


790 Bay St., Toronto, Ont. 
CUBAN OFFICE: 
Apartado =1709, Havana 
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in stations pumping 
2,000 gallons... 




















or 40,000 
plus... 


E 
5 


new IMPROVED Guardian 


erie’ T Fluorescent Island Fixtures 
... Now better than ever! 


If you’re interested in economy (that’s THRIF-T If you’re also interested in appearance (styling on 
all-around—low initial cost, low operating ex- the THRIF-T is simple, businesslike . . . and 
pense, rock-bottom maintenance) attractive) 


If you’re looking for worry-free performance day-in If you just want the most light per dollar... 
and day-out (THRIF-T’s can do... and, with 
ULTRA HIGH OUTPUT lamp brilliance) 


... Get all the facts about the new Guardian THRIF-T Island Fixture . . . write for Technical bulletin. 
Listed by Underwriters Laboratories, Inc., for Outdoor Operation. 


GUARDIAN ight-company 


S00 NORTH BLVD. OAK PARK, ILLINOIS 
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your greatest opportunity in years 


fo increase sales 
of spark plugs and related items... 


PLUG 
SCOPE 








BECAUSE IT CUTS SPARK ‘PLUG 


Champion “Plug-Scope”™ 
spark plug business 


The Champion “Plug-Scope” lets dealers electronically test 
a set of spark plugs in less than 60 seconds — without pull- 
ing a plug! Only four fast connections are needed to get a 
reading — and one reading tells the story on all the plugs. 
Basically, the “Plug-Scope” is a portable transistorized 


oscilloscope. It can be used anywhere, because it’s powered 
by the car’s battery. The “Plug-Scope” measures voltage 
needed to fire each spark plug and shows it as a line or 
trace on a screen. And traces are easy for anyone to read — 
even motorists. Basic patterns are shown below. 


Vrms 





NEW SPARK PLUGS 


New plugs make fairly even traces, 
well below the warning line. As gaps 
grow through wear, the amount of 
voltage required grows greater and 
the traces become higher. 
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pm 





SATISFACTORY 


The plugs making this pattern prob- 
ably have several thousand miles on 
them, but their gaps are not yet so 
wide as to put the traces above the 
red warning line. 


UNSATISFACTORY 


Traces above the red warning line 
indicate plugs with excessive gaps— 
or other trouble in the ignition system. 
Low trace (3rd from right) is caused 
by fouled plug. 





OTHER PATTERNS 


The ''Plug-Scope"’ also has other uses, 
such as indicating reverse coil polarity 
(above), loose or broken cables, and 
checking voltage available from ~ 
ignition system. 
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CHECKING TIME TO JUST SECONDS... 





can greatly increase your 
and sales tests prove it! 


When dealers use the Champion “Plug-Scope” to test spark plugs 
on customers’ cars—the increase in sales of spark plugs 
and related items is truly amazing! Here’s why... 


FOUR EASY STEPS TO USE THE “PLUG-SCOPE” 


One out of every two cars in use needs new 
spark plugs now! It’s a tremendous oppor- 
tunity for increased sales — of related items 
as well as spark plugs. 


But up to now, too many dealers have ig- 
nored this golden opportunity. The reason? 
Simply that they lacked time . . . the time 
needed to pull and check a set of plugs. And 
motorists — always in a hurry — didn’t feel 
they had the time, either. 


Now this time problem is solved! With the 
Champion “Plug-Scope” a dealer can elec- 
tronically analyze a whole set of plugs in less 
than 60 seconds. 


And the “Plug-Scope” really increases sales! 
Actual sales tests prove it. Even though an 
average of only three checks a day per test 
station were given with the “Plug-Scope,” 
sales of spark plugs in those stations almost 
doubled! Sales of related parts and tune-ups 
increased sharply, too. And stations that gave 
more checks than average had far greater 
than average gains. (For actual case histo- 
ries, and dealers’ comments, see next page. ) 


These tests prove the “Plug-Scope” is the 
greatest sales and service tool in spark plug 
history. Make sure every one of your dealers 
has one of these great Champion instruments. 
It’s the easiest way there is to increase your 
sales and profits! 
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T—It's a fast, easy oper- 
ation to connect the ‘'Plug- 
Scope” and test a ‘set of 
plugs. Snap leads onto 
each battery terminal. 
This gives the ‘'Plug- 
Scope’ power. 


2—Then insert third con- 
nector into the center 
tower of the distributor or 
the coil. This allows all 
plugs to be analyzed at 
the same time. 


3—Then you snap the 
fourth connector around 
any spark plug cable. If 
you know the firing order 
of the engine, you can 
pinpoint which plugs need 
attention. 


4—Start engine. Sudden. 
ly floor accelerator and 
release immediately. Read 
traces at instant of accel- 
eration. "'Plug-Scope™’ 
connected, ready to read 
in just 33 seconds! 
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Here's how the Plug-Scope’ 
increased sales for these dealers 


Taken from tape-recorded 


interviews, here are some actual 
comments from dealers who 
took part in an advance test 


of the “Plug-Scope”’ 


Charles Pall, of Pall’s Standard Service, 
Chicago, IIl.: “We've sold about 250 plugs in 
the week since we've been working with the 
Scope. It’s a very simple instrument and it 
certainly makes an impression on a customer. 
A lot of people that I’ve never seen before 
have been in for a plug check, so I’m sold 


on it myself.” 


~ 


John Maxwell and Dave Monteith, 
of M & M Chevron Station, San 
Francisco, Calif.: “It saves 90% of 
our time. We're able to contact more 
customers for a much needed service 
and open up a big market for our- 
selves. It’s not only easy to operate, 
it’s easy to explain to a customer.” 


aan, te, 
Vic Kotrla, of A.V. Kotrla Humble 
Service, Dallas, Tex.: “It’s a much 
better way to check plugs. It’s simple 
to operate, easy to read and gives us 
a real opportunity to get under the 
hood. We sold three sets of plugs with 
it today, and the fourth one is coming 
in tomorrow.” 
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Bill Brady, of Brady’s Esso Servi- 
center, Phoenixville, Pa.: “We've 
had the Scope two weeks now, and 
we've sold about three times as many 
spark plugs as we usually do. People 
are curious about the electronic device 
we have. The instructions are very 
simple and it’s easy to operate.” 


Ken Major, of Ken & Will's Pure 
Service, Glen Ellen, Ill.: “We've 
used the Scope on about 50 cars and 
sold about 30 of them new plugs. And 
some of these customers figured if 
they were due for plugs, they probably 
were due for a tune-up, too, and 
told us to go ahead and do it.” 


John Whitfield, of Whitfield’s Esso 
Service, Nashville, Tenn.: “When 
we started using the ‘Plug-Scope’ our 
sales went from two plugs a week to 
about 150! And our tune-up went 
from about $20 to $246 a week. Just 
by using the Scope to sell spark plugs 
—and the plugs to sell tune-ups.” 


DEPENDABLE 


SPARK PLUGS 


CHAMPION SPARK PLUG COMPANY 


TOLEDO 1, OHIO 
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IMMEDIATE 
SHRVICE: 


ANYWHERE in U.S. & Canada. Scovill’s nation- 
wide facilities provide the industry’s fastest 
service on fuel oil and gas pump couplings! 


Only Scovill with its country-wide network of sales 
offices and warehousing facilities is equipped to 
give you such fast... efficient service. All orders 
for fuel oil and gas pump couplings received by 
Scovill are shipped promptly. And the sizes you 
want are always immediately available. That’s 
because Scovill makes and stocks a complete range 


—from %/,” to 3” in fuel oil couplings... and all 


standard sizes in gas pump couplings. 


The largest—and finest—sales and service force 
in the industry is ready to consult with you any- 
time, anywhere when you specify Scovill couplings. 
And—because you can buy direct from Scovill—you 
save up to !4 the former cost of oil and gas pump 
couplings. Get complete details now. Write: 
Scovill Manufacturing Company, Hose Coupling 
Department, Waterbury 20, Connecticut. 


Hose couplings by SCOVILL 


land: 4635 W. 160th Street Los Angeles: 6464 E. Flotilla Street Heuston: 2323 University Bivd, 
San Francisco: 434 Brannan Street Torente: 334 King Street, East 


Main office: 99 Mill Street, Waterbury, C 
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NOW 


AUTO-LITE 


BRINGS YOU 


NBC RADIO 
“NEWS ON THE HOUR” 


World's most complete 
“On the spot” radio news coverage 


with Chet Huntley, David Brinkley 
and other famous reporters 
around the globe 






















REACHING YOUR 
CUSTOMERS WITH 
42 SALES MESSAGES A WEEK 


TAM. to TPM. 


Monday thru Friday 
Week after Week 


TO HELP YOU SELL 


AUTO-LITE. 


SPARK PLUGS BATTERIES 
WIRE AND CABLE 
ELECTRICAL SERVICE PARTS 


Ae ws % dae a. 


ans ne 


PROVED BEST FOR IMPACT RES/ISTANCEt PROVED BEST FOR CITY DRIVINGt 
In test runs over one of Nevada’s toughest roads, nylon cord tires and 
tires made with TYREX viscose tire cord slammed into rock out- 
croppings at speeds up to 45 mph. Result: tires with TYREX viscose 
cord sustained up to 60% fewer bruise breaks! 


Tested on New York City taxi fleets, in 16 million miles of rough 
and tumble midtown driving, tires made with TYREX viscose 
cord averaged 11% more mileage on their original treads than 
nylon. 96% proved suitable for recapping and many are now 
running on their third recap. 


More tire power means more selling power! Just state the facts about TYREX viscose tire cord—how it 
makes tires run cooler, smoother, quieter—longer and safer. These advantages make selling a cinch! 
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PROVED BEST AT HIGH SPEEDS? in long distance driv- 
ing tests over hot, abrasive pavement, at speeds up to 128 miles per hour, 
TYREX viscose tire cord averaged 26% more tread mileage than nylon 
—showed 77% less body growth—and 60% less tread chunkout. 


curnament « Thrills 


& 


oe ——— 
PROVED BEST FOR TRUCKS t PROVED BEST TIRE CORD OF ALL FOR 
On trucks gradually overloaded from 20-to-40-to-50% above STRENGTH, STABILITY, LONGER WEAR 


Tire and Rim Standards...on a long haul totaling 30,000 
miles over a torrid Texas road (139° in places), 10 ply tires of 
TYREX viscose cord showed 21.7% better tread wear than 
12 ply tires made with nylon—and were recappable. Also tires 
with TYREX viscose cord ran 10% cooler than the nylon with 
negligible growth (tires with nylon grew up to 41.5% more!). 


Others can say what they will. But proof of premium quality belongs 
to TYREX viscose tire cord. In hundreds of torturous laboratory and 
field tests made with other tire cords, TYREX viscose cord has con- 
sistently and conclusively won out as the toughest and safest of all— 
with the full tire power needed for today’s more powerful cars. And 
remember this: all new cars come factory equipped with tires con- 
taining TYREX viscose cord...an incontestable vote of confidence 
tIn tests conducted by independent testing companies. from the car makers themselves! 


TYREX INC., EMPIRE STATE BLDG., NEW YORK 1,N.Y. 
*TY REX is a certification mark of Tyrex Inc., for viscose tire cord and yarn. TY REX viscose tire cord and yarn are also produced and available in Canada, 
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| ANTIFREEZE 





“ » | 
GROWING PRODUCTION FACILITIES. Five producing plants 


make Dow one of the industry's major producers of ethylene glycol. 
Production is geared to meet the needs of customers. An important 





point to remember is that Dow is basic in the raw materials (ethylene, 
chlorine, caustic soda) that make ethylene glycol. Dow's five plants can 
supply as much of a customer's market as he may develop. 


ANTIFREEZE: WHY DOW? 


Because Dow is basic 
in ethylene glycol 


Dow is in the business of supplying antifreeze re- 
quirements fast! This means quality material that 
meets rigid specifications, when and where needed. 
This is one of the main reasons many marketers 
think first of Dow as a supplier for their antifreeze. 


With five producing plants, four strategically located 
bulk terminal packaging facilities, and nineteen 
sales offices, Dow is prepared to handle any cus- 
tomer’s most demanding requirements. Another 
important point: Dow makes all of its own raw 
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materials—ethylene, chlorine and caustic soda. Thus, 
Dow is basic in the production of ethylene glycol. 


A traffic department whose sole function is to ensure 
fast, efficient shipment at terms most favorable to 
customers—a teletype system that registers orders the 
minute they’re placed—backed up by warehousing 
and shipping facilities that maintain sizable inven- 
tories and ship on schedule—these are typical of the 
services marketers receive when buying their anti- 
freeze formulations from Dow. 
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DEPENDABLE SUPPLY IS ASSURED. The 
strategic location of four bulk antifreeze terminals at 
Freeport, Tex.; Jersey City, N. J.; Chicago, Ill., and 


Oakland, Cal., places antifreeze within reach of cus- NINETEEN SALES OFFICES MAKE ORDERING EASY. A highly 

tomers. Canning is also done at these points. efficient teletype system registers every order, the minute it's placed, with 
the general sales office, the producing plant and the traffic department. 
Orders are confirmed immediately. These offices also offer field service. 


4 
7 2m 


1A 


Bx 


STOCKING BULK TERMINALS. To keep bulk terminal canning 
plants adequately stocked, Dow uses barges, boats and tank cars. 
Up-to-date shipping methods result in the immediate availability of the 
product for customer distribution. 


DOW CHEMICALS 
BASIC TO 
AUTOMOTIVE NEEDS 


ANTIFREEZE * BRAKE FLUIDS 
SYNTHETIC LUBRICANTS 
GLYCOLS + HYDRAULIC FLUIDS 
VISCOSITY INDEX IMPROVERS 


FAST, EFFICIENT DELIVERY SYSTEM. From shipping point to 


customer's warehouse, Dow gives fast, dependable transportation. Product 
is where the customer wants it—when he needs it! 


THE DOW CHEMICAL COMPANY: MIDLAND, MICHIGAN 
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Veeder-Root 


“The Name that Counts” 
...In Gasoline Pump Computers with 


NEW PRESET 
FEATURE 


This is the “familiar face’’ you see on today’s gasoline 
pumps... the Veeder-Root “‘Head for Figures” which com- 
putes price and gallonage and posts the total amount of the 
sale immediately. New improvements have been constant 

. more easily readable figures . . . semi-automatic reset 
. . . fewer parts for greater reliability. 
Now ... here’s the new push-button preset device which 
delivers GAS TO CUSTOMERS IN EVEN-DOLLAR AMOUNTS. Five keys 
can be pushed, from one to five dollars. This, with the automatic 
shut-off nozzle, permits pumping of even-dollar amounts as well 
as full tanks. 
Here’s another way in which Veeder-Root speeds up customer 
service, and at the same time reduces station operating costs. 


. . and in the Master Meter Duplicator for Fuel-Oil Tanks 
and Bulk Plants. This meter register and ticket-printer, long used 
on trucks delivering home fuel oil, now has been stepped up to 
longer life, higher capacity, and operating speed for use on large- 
volume petroleum pipelines. These ticket-printers are an impor- 
tant link in overall communications systems for recording and 
checking data vital to extensive pipeline and other petroleum 
operations. 


Veeder-Root inc. 


HARTFORD 2, CONNECTICUT 
Hartford, Conn. ¢ Greenville, S.C. * Altoona, Pa. * Chicago 
New York « Los Angeles * San Francisco * Montrer| 
® Offices and Agents in Principal Cities 
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LOOK 


who’ s steering business 





to Cities Service! 














Enjoy 
Luxury Driving 


and True Econ 


7 oe ey 





a 
wissee enn, ¢ 


‘CITIES SERVICE 








= . ee Suis 
<= sasaciNsciseltat, 


On billboards everywhere, you and your 
customers will see this famous face and many 
others that you know, driving home the Cities 
Service theme,‘“‘ENJOY LUXURY DRIVING AND 
TRUE ECONOMY.”’ 

That’s good news if you’re a Cities Service 
dealer or jobber. But even if you aren’t you 
couldn’t pick a better time to consider becom- 
ing one. For with the support of these famous 
stars, Cities Service dealers and jobbers are 
in for the biggest year yet! 


Moreover, as a Cities Service dealer or jobber, 
you can look forward to complete cooperation 
and assistance in any phase of operation—from 
taxes to station display, from inventory con- 
trol to advertising, Also, you have available 
to you the facilities and services of the famous 
Cities Service Business Library. 

For the full story on what you might expect 
as a Cities Service dealer or jobber, write: 
Cities Service Oil Company, Sixty Wall Tower, 
New York 5, N. Y. 
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the right combination for brake service success... 


MODEL 2000 “SAFE-ARC" 
BRAKE SHOE GRINDER 


Brake business is BIG BUSINESS, 


and you'll get your share if you're equipped for maxi- 
mum profits. With AMMCO Tools and Equipment, 
you'll be ready for top profits . .. complete, top quality 
brake jobs .. . always! 


To cash in on extra brake service profits, 
depend upon the big, rugged, easy-to-use Model 
3000 Brake Drum Lathe to get you the extra business 
you may be overlooking or passing on to others. 

To guarantee the quality of your work... 

to assure safe, sure brake work every time .. . all 


AMMCO TOOLS, INC. 
2157 Commonwealth Avenue, 
North Chicago, Illinois 
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MODEL 3000 
“SAFE-TURN" 
BRAKE DRUM LATHE 


shoes can be ground on the Model 2000 Brake Shoe 
Grinder when equipped with Ammco's exclusive 
No. 4140 fixed anchor shoe clamp and No. 4550 lining 
groving attachment. 


Or, for all-around brake service availability, 


up-date your old equipment with a new Model 20 
Brake-Shop-On-Wheels . . . comes complete with 
Brake Drum Lathe, Brake Shoe Grinder, Drum Mi- 
crometer, Brake Cylinder Hone and other acces- 
sories necessary to do fast, sure, profitable brake 


jobs every time. 
BIG 
PROFITS 


a 


WRITE FOR NEW BOOKLET 
Tells how you can easily increase 
your brake business and 

profits with AMMCO. 
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. Profile for modern selling 
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Bennett fluorescent lighting is the most # Oil marketers everywhere know 
brilliant means of merchandising your m= that traditionally fine Bennett 
product. Two large advertising panels \\ features assure year-in, year-out 
on the Two Thousand pump provide - dependability and lowest 

maximum product identification. maintenance cost. 
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STANDARD 


Bennett’s Two Thousand “Trim Twins” double 
island capacity without sacrificing 
space. Handsome “Trim Twin” housing is 
exactly the same size as a single pump. 


Oil marketers everywhere know that 
traditionally fine Bennett features assure 
year-in, year-out dependability 

and lowest maintenance cost. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION + Muskegon, Michigan 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland ¢ Dallas 
Denver « Detroit * KansasCity « Little Rock * Los Angeles * New Orleans * New York © Philadelphia 
Pittsburgh * Rochester * Salt Lake * Seattle « St. Paul ¢ San Francisco 


IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto « Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘““WOODINTER” 

















PARANOX-BLENDED OMS HELP KEEP ENG/NES CLEAN/ 


Ordinary lubricating oils take a beating in big, hard-working heavy-duty engines. 
High temperature, open-throttle operation causes hard varnish formations 

and oxidation breakdown. Low-temperature, short-period use causes wet sludge 

and deposits. Oils blended with Paranox® stay clean and lubricate at all temperatures 
for better performance and longer periods between overhauls. 


Enjay has developed the only complete line of high quality additives (Paramins®). 
To meet the most exacting lubrication specifications, insist on Enjay Paramins. Pioneer in Petrochemicals 


ENJAY COMPANY, INC., 15 West Sist St., New York 19, N.Y. + Akron + Boston + Charlotte + Chicago + Detroit + Los Angeles + New Orleans + Tulsa 
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NO CHANGE 
IN CAR SIZE OR 
DESIGN HAS MADE 
OR, Ean Ok - 2-3 ok Se —e = 


You can buy a Weaver Twin 

Post Lift with confidence—it will 

be as up-to-date next year as it is today. 

With a Weaver Model EC-102 you can 

handle any car regardless of year, model or 
wheelbase—even the small foreign and sports 

cars. There are no rails to get in your way... 

every under-chassis point is readily accessible. You 

can service cars faster, turn out more work in a day. If you 
now have an older model Weaver Twin Post Lift it can 

be brought up-to-date at low cost with current design 
saddles and adapters, or conversion kits. More and more 
major oil companies are specifying Weaver Twin Post Lifts. 
It will pay you to get the story on the complete 

line today. Write for Bulletin 457. 








ADJUSTS TO WHEELBASE OF LONGEST LIMOUSINE 


coe OR THE SUALLEST SPORTS CAR ADJUSTS TO ANY CAR IN SECONDS 


You spot adapters under the proper lift 
eer quickly, easily with Weaver's new 

ront Saddle Spotting Device. Just insert 
shift lever (A) into left (B) or right (C) 
socket to move corresponding adapter in 
or out. This Spotting Device can be 
adapted to any model Weaver Twin Post 
Lift now in service to modernize it. 


WEAVER MANUFACTURING COMPANY, SPRINGFIELD, ILL., U.S.A. 
Division of Dura Corporation (Formerly Detroit Harvester Company) 


TE LINE—AND NO ONE BUILDS IT BETTER THAN WEAVER 


SERVICE SHOP EQUIPMENT 


SINCE 1910 


Complete Weaver line includes: Twin Post Lifts @ Triple Post Lifts @ Frame Type, Roll-On and Free-Wheel 
Single Post Lifts @ Unit Lifts e Bumper Jacks @ Car Washers @ Wheel Alignment Equipment ¢ Headlight 
Testers @ Brake Testers e Wheel Balancing Equipment @ Jacks @ Wheel Dollies @ and Air Compressors. 


(To obtain more data on advertised products see page 176) NATIONAL PETROLEUM NEWS * September, 1959 





NEVER BEFORE 
A UNIFORM 
LIKE THIS!” 


“It stays neater, lasts longer, is easier to 
care for than any other uniform I’ve ever 
owned”’! That’s what Gus Spinella, Scars- 
dale service-station attendant, saysabout 
his uniform of 65% ‘‘ Dacron’’* polyester 
fiber and 35% rayon. 
‘In a special test I wore this uniform for 
1,095 days. It’s been washed once a week 
(312 times at the station), dry-cleaned ev- 
ery six months and still looks great. I once 
had a cotton uniform like it, but it wore 
out after 45 days because of battery acids. 
That’s why I say uniforms made with 
‘“‘Dacron” are the ones for me—they 
actually save me money on replacement 
costs. Besides that, they stay neat, wear- 
ing after wearing, hold a crease even in 


damp weather.”’ Ask your supplier about 


uniforms made with “Dacron” today. 


*Du Pont’s registered trademark. Du Pont makes 
fibers, not the fabric or uniform shown. 


DACRON 


POLYESTER FIBER 
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“an Win your share 


96.00 


You win when one of your dealers 
wins in the “Blockbuster” Drawing! 


Remember—the “Blockbuster” Drawing includes ALL ENTRIES submit- 
ted by your dealers from the start of Purolator’s $126,000 Prizarama. 


That means that every entry sent in from June through Novem- 
ber is an entry for you... and there’s no limit to entries. 


Be sure every one of your dealers participates in this mammoth 
Purolator sales-building program. It’s loaded with over 2400 prizes 
worth $126,000—plus profits for your dealers and you. 
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of prizes in Purolators 


GET YOUR DEALERS TO: 


Put a “Seal of Protection” sticker on every 
" car or truck that drives in. There’s a sticker 
in each Purolator carton. 


2 Remove the Prizarama entry blank on the 
® back of the “Seal of Protection” sticker. Sim- 
ply peel it off when sticker is placed on vehicle. 


3 Fill out entry and mail along with others to 
*" Prizarama headquarters in time-for each of 3 
drawings (July 31, Sept. 30, Nov. 30). 


There’s no limit to entries—and 
every dealer entry is an entry for you! 


The Standard Equipment Line 
PURQLATOR 


OIL, AIR & FUEL FILTERS 


. PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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New G-E HELPEROO speeds {sso swe scams ne re 
up paper work, makes | aE 
dozens of your dealers’ 

daily chores easier 





A PAIR OF 
HELPEROOS 


FREE 


...with a case of 12 


G-E SUBURBAN 
HEADLAMPS 


The right size to hold practically oll your 
forms (6% "x 10°) 
Rugged waterproof fiberboard 


Or get a colorful display plus window streamer FREE 
with a case of 12 G-E SUBURBAN Headlamps 


EXCLUSIVE IN G-E SUBURBAN HEADLAMPS ...Low Beam Filament On Focus 


Up to now most night driving was on the upper beam, so all 7’’ head- 
lamps had the upper beam filament on focus to provide maximum beam IF CUSTOMERS GET WRENCHED-WRISTS FROM 
control. Most night driving is now on the low beam, so General Electric SIGNING CREDIT CARDS 

has built an exclusive feature into new G-E SUBURBAN Headlamps: 

the low beam filament is on focus. Drivers get a “spotlight” effect on the EASY, BETSY: 
low beam... more light down the right side of the road to help 
them see in spite of the other cars’ lights. Watch for General 
Electric SUBURBAN Headlamp ads this month and next in Saturday 
Evening Post, Look and Popular 

Mechanics. And get your free Help- , 

eroos with a 12-headlamp case of G-E [guile ual 
SUBURBAN Headlamps. Sell head- ‘a <= THEN THEY'LL NEED A PAIR OF 
lamps two-at-a-time! “st : : , G-E HELPEROOS 


DON'T MISS OUT! A pair of Helperoos is 
free with acase of 12 G-E SUBURBAN 

Headlamps. Contact your General Electric 
Progress ls Our Most /mportant Product SUBURBAN Headlamp supplier today! 
General Electric Co., Miniature Lamp Dept. 


G a N 3 R A L @B c LE C T e i Cc M-908, Nela Park, Cleveland 12, Ohio. 
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OIL COMPANY 

INSTALLS 

27 NEW 
~“APOR-FLO” 





WEST COAST COMPANY MODERNIZES WITH NEW 
I-R MOTORPUMPS THAT HANDLE AIR or GASES 


In a program designed to improve operating 


efficiency and increase distributor profits, a major 
oil company recently installed a total of 27 
Ingersoll-Rand “vapor-flo’’ Motorpumps in 19 plants! 


===(CAN’T CLOG OR VAPOR BIND! 


“Vapor-flo’’ Motorpumps are designed for trans- 
port unloading installations where vortexing or 
vaporizing of petroleum products occurs. 
“Vapor-flo” solves this problem by handling and 
discharging vapors while continuing to pump 
liquid with high efficiency. 


== UNIQUE PATENTED IMPELLER DESIGN! 


“Vapor-flo” handles air or gases because it is 
designed with a diverging impeller that has fewer 
vanes. Dry air or gas passes through the pump 
without vapor binding. Compared to ordinary 
self-priming pumps, ‘‘vapor-flo”’ units operate at 
efficiencies substantially higher than self-priming 
units, and costs are reduced by 20 to 30%. 


Ingersoll-Rand “vapor-flo” 
Motorpump. Available from 
2 hp to 7% hp. 


Comite data on 
' new “‘vapor-flo” is available in 
i Ingersoll-Rand’s latest catalog on 
4 Gasoline and Fuel Handling Motorpumps. 
i 
t 


_ RE Ore Ing ersoll-Rand 


9-967 11 Broadway, New York 4, N. Y. 


oP Se > OP ay ae ee OP oD 
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This advertisement of 
Tokheim pumps ap- 
peared in the July 1914 
issue of National Pe- 
troleum News—13 years 
after the founding of 
the Tokheim company. 


For more than half a century Tokheim workers 
have devoted their energy and talent to build- 
ing superior gasoline pumping equipment. 
How well they have succeeded is best indi- 
cated by the overwhelming preference shown 
for Tokheim products, and the satisfaction 
derived from their ownership. Of equal sig- 
nificance is the long list of contributions made 
by Tokheim engineers to the development of 
modern gasoline dispensing systems. Many 


originated by Tokheim. Others were brought 
to their present state of perfection. Excellence 
truly has become a tradition at Tokheim. And 
nowhere is this fact more evident than in the 
current offering of Ingerceptor and Vanguard 
dispensers— products far ahead of the field by 
any standard of measurement. See them today. 
Call your Tokheim representative for a dem- 
Onstration, or write for new bulletins! 








INTERCEPTOR | INTERCEPTOR 
MODEL 452 i MODEL 448 


with brilliant ..without dial lighting 
fluorescent lighting. “only 48” high. 


ag 
hag 
Mie ae 





SOME TOKHEIM “FIRSTS” 


First visible pump « First quantity-stop pumpeseBirst 
remote control pumping system e First positive pis- 
ton displacement measuring unit for electric pumps 
e First air separator system for electric pumps e First 
self-adjusting type hydraulic by-pass and regulating 


VANGUARD 
valves to insure smooth, accurate operation of the : MODEL 455 


metering system ¢ First jumbo-size dials » First re- 4 e : oneline onion. 
tractable hose models « First in extepSive use of ‘ : 

stainless steel for outside trim and Anternal parts 

e First in use of standard-size tubes fdr high-intensity 

fluorescent lighting « First with submerged pumping 


e First with hydraulic control in pedestal dispensers 


Dort& aottQa for Dore haw +he 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA OKHEIM pee 


Subsidiaries: Tokhelm International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 








Ready market for your new products... 
in aerosol cans by Crown 


Pressure-packed fire-extinguishing spray and 
foam dramatize some of the potent sales 
features of Crown aerosol cans: reliability, 
versatility, convenience. As the first to manu- 
facture aerosol containers in commercial 
quantities, Crown has built a foundation of 
diversified knowledge and experience that 
can be of great value to you. May we have 
the opportunity to discuss, or provide you 
with more details? 


for cans + crowns + closures « machinery 


Czy CROWN CORK & SEAL COMPANY, INC., 9300 Ashton Road, Philadelphia 36, Pa. 
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Pepsi-Cola matches your station colors 
with custom-colored vending machines 


Your own distinctive station colors are one of your Pepsi-Cola bottler —he will help you take advan- 
greatest assets—and now you can have them dupli- tage of this opportunity to maintain a uniform color 
cated in a custom-colored Pepsi-Cola drink dis- scheme and bring in extra profits. 

penser. You benefit because complete harmony of 
color throughout your station means quicker, easier 

recognition by motorists. And because the Pepsi-Cola $ 6 

vending machine is of modern, streamlined design : The iy S 

it makes a smart up-to-date impression that builds 

maximum impulse sales. Contact your local refreshment 














National Accounts Dept., Pepsi-Cola Company, 3 West 57th Street, New York 19, New York 
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BEAMED 
FOR MORE 
BUSINESS— | 








WITH NEW 
FLUORESCENT “CORONA” LIGHT 


Sales-Maker” pumps are designed to give you dynamic selling power at the 

point of sale. Now with “Corona” lighting that selling power is multiplied 
after darkness falls. A single powerful 360° light source guarantees that both 
sides of the pump will always be equally illuminated with an eye-stopping 
brilliance of dial faces and brand panels that you've never before seen. 
And Corona lighting is exclusive with Gilbarco ‘‘Sales-Makers”’. 


Other reasons why you'll prefer the Gilbarco ‘’Sales-Maker”’: GUSERT 4 CAR 
Manufacturing Co 


Ce eelce(crimolaciiteMelelicimm MMolaleMaleci-Mecolaimm Mu dieliomuleluetmeelulcmacl tise ilelap West Sorinentalin 
: e Pee : est Springfield, Mass 
@ Two-piece door panels for instant accessibility. @ World-proven Gilbarco Torante, Cael 


four piston meter 
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KUTNER = 
BUICK LIKES 
CURTIS BEST 


“WE NOW HAVE 17 CURTIS LIFTS... 
WE WOULD HIGHLY RECOMMEND THEM 


TO ANYONE.” Jules Kutner, President 
Kutner Buick, Philadelphia, Pa. 


Philadelphia’s renowned auto dealer, Kutner Buick uses 
(exclusively) the CURTIS Single Post Frame-Engaging 
Lift. Kutner says they “handle any type of repair job in- 
cluding the removal and overhaul of automatic transmissions, 
rear ends, drive shafts, brake work. We very carefully 
examined all makes and felt Curtis equipment was superior 
... Started with 5 lifts . . . today we have 17.” 


“GIVE YOU A LIFT” 


OUR 105TH YEAR 


MANUFACTURING COMPANY - PNEUMATIC DIVISION 
Write Dept. 60, St. Louis 20, Missouri 


PACKAGED 
AND 


REMOTE AIR 
CONDITIONING 
EQUIPMENT 





AUTOMOTIVE INDUSTRIAL je i AIR HOISTS 
AIR COMPRESSORS CAR WASHER AIR COMPRESSORS AIR CYLINDERS C-69 
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%, %, & % HP Submersibles, 
pioneered by Leland, eliminate 
vapor-lock, are gasoline lubri- 
cated and cooled. Furnished 
completely self-contained in 
Leland’s sleek extruded alumi- 
num casing. And,—only 3%” 
0.D.—for easy installation 
(with pump and suction stub) 
without tank modification. 


Integrals by Leland offer 
proven quality. Ribbed, 5 HP, 
polyphase, explosion-proof, 
externally ventilated motor 
shown, ideal for rugged, heavy- 
duty transfer pumping. U.L. 
Class I, Group D, Class II, 
Groups E, F, & G. 


Leland gasoline pump motors, %, %%, & % HP, are the pace- 
setters for the Industry. Available with almost any con- 
ceivable modification, and with every Leland created feature 
you need. Less than 0.4 of 1% have been returned for factory 
service! 


Why more gasoline 

is pumped by Lelands 
than all others 
combined 


Experience (30 years’ worth)...design flexibility...quality 
materials...inflexibly rigid quality control...all have made 
Lelands the world’s leaders in the petroleum industry. Un- 
derwriters’ Listed, and—Lelands are smaller, lighter, easy 
to install, and virtually maintenance-free. Leland motors 
are getting the jobs, because they’ve been doing the job. 


Contact our representatives in principal cities, or write us 
direct for more information. 


THE LELAND ELECTRIC COMPANY 
Dayton 1, Ohio 


Division of American Machine & Foundry Company 
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PETROLEUM SALES MANAGERS: 








ip | 
Has what it takes to build 
really BIG TBA sales and profits! 


If you want to give your dealer organization a deep-down 
incentive for bigger sales and profits, give them The General 
Tire and its complete line of tubes, batteries and accessories. 
Recognized for quality the nation over, General Tire can 
build a bright new future for you and your entire operation. 
Make today the day you decide to go all the way with General. 


®@ Complete line of passenger, truck and farm tires 

@ Consistent and concentrated advertising help 
Complete marketing and merchandising programs 
Warehouse facilities as near as your nearest telephone 
Sales training aids designed to boost sales and profits 











makes your sales 


jump to attention 








write today to: 
L. L. HIGBEE, TRADE SALES MANAGER 


THE GENERAL TIRE & RUBBER COMPANY 


AKRON, OHIO 
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“These are some of the Schrader 


OUR TIRE SERVICE IS TOPS : en 
BECAUSE IT’S ALL- 


Schrader = 


ience. This is the Schrader #3650—gives com- 
plete air service—gauge, inflate, deflate—any- 
where you service tires. 


says Richard Dashnaw 
Dashnaw's Service Station 
Harrison, New York 


GAUGES are your lead to tire sales. Here’s the 
#7750T. Fits in your pocket—find tire business 
when you've got your eye on tire pressure! 

Be es 


CAPS AND CORES protect your service reputation. 
Seal in air—seal out dirt and dust with a 
Schrader Vaive Cap. And remember to put in a 
fresh Schrader valve core when you discover a 
leak. It’s just good business 


SELF-VULCANIZING PATCHES round out tire serv- 
ice. Easy to use—patch seals tube or tubeless— 
cold! All size patches to meet any repair need. 


at 
“Here are my two handiest Schrader helpers. First, is my Schrader equipped air line for quick tire TUBELESS TIRE REPLACEMENT VALVES: two valves 
service to my customers. Second, my Schrader pocket gauges we use for fast inspection of tire con- —two extensions—that’s all you need to match 


dition. And they're just part of our all-Schrader air service.” = our a a, te Ee, teens eae 
Have you enough quality Schrader products to give service like this? Order from your supplier. need to fit ornamental rim covers. 


REMEMBER: The valve should be as new as the tire! Whenever you mount a new tubeless tire always change the valve. 








A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 





— FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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PROVED EXPERIENCE—Heil developed the first 
welded aluminum tank back in 1930 . . . has built 
THE more aluminum tanks of all kinds since then than 
any other manufacturer. Today, three out of every 
four petroleum tanks Heil builds are aluminum... 


and the trend continues to grow. 
= \ G Swi Pe G TO ENGINEERING LEADERSHIP— Heil—first to use 


automatic welding on aluminum, in 1939. First to 
build frameless aluminum trailerized tanks, in 1941. 
First, and still exclusive, with triple-dished heads 
flanged automatically in one operation on a Heil- 


designed, 800-ton hydraulic press. Result: precise 

A L U M l N U Me ? head uniformity, perfect fit in assembly, sound, 
dependable welds. A Heil tank is always smooth, 
straight and strong. 


? 
ry 
: A af UNEQUALED FACILITIES—Special Heil-designed 
CHA UL - “Le be e equipment insures highest standards of manufacture. 
wJ ; Quality control includes spot checking by radio- 
graph X-raying of welds. Each tank is tested with 
dye solution and pressurized oil before final O.K. 
All this, plus a research and development program 
that leads the industry with fresh, new, profit- 
making design ideas for today’s haulers. 


When you buy aluminum you make an im- 
portant investment, so remember this: 
nobody knows aluminum like Heil. See your 
Heil man soon . . . he’s got the facts you 
want to hear when you consider your next 
aluminum tank. 


Tue HEIL co. 


Milwaukee 1, Wisconsin 


Other Heil products for liquid hauling Factories: Milwaukee, Wis. ; Hillside, N. J.; Lancaster, Pa.; 
External ring, clean bore, insulated and non-insulated Cleveland, O.; Modesto, Calif, 
tanks for a wide variety of chemicals, petroleum and 
liquid foods in aluminum, 
stainless or high-tensile 
steel, and plastic. 
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Historic Drake Well, world’s first successful oil well, drilled one hundred years ago in Titusville, Pa., as featured in Atlantic’s scenic outdoor poster series. 


He brings you the benefits of 100 years of oil 


SSA 


—aatllie 


Competing with service station dealers nation-wide, Atlantic Dealer J. R. Heath, Lambertville, N. J., was named “Retailer of the Year” by Brand Names Foundation, Inc. 


On August 27, 1859, through the vision and tenacity of 
aman named Edwin L. ‘‘Colonel’”’ Drake, the first success- 
ful oil well was drilled. At that moment, the oil industry 
was founded ... and with it a new and better way of life. 


During August, 1959, oilmen from drillers to service 
station dealers are being saluted for their contributions 
to the development of this country. 


A worthy representative of this hard-working group 
is Atlantic Dealer J. Russell Heath, named ‘Retailer of 
the Year,” among service station dealers, by Brand 
Names Foundation, Inc. 


Mr. Heath stands as a symbol of Atlantic service—a 
special brand of personal service that translates all the 
progress made in one hundred years of oil into tangible 
benefits for you. 


The Atlantic Refining Company is proud of Mr. 
Heath’s outstanding accomplishment. 


And it is proud, too, of the daily achievements of its 
service station dealers—8500 independent businessmen 
from New England to Florida—who combine long hours, 
hard work, skill and experience to give real meaning to 
the words... “‘Atlantic keeps your car on the go.” 


Producer, refiner and marketer of quality petroleum products THE ATLANTIC REFINING COMPANY Incorporated 1870 


THIS ADVERTISEMENT APPEARS IN COLOR IN THE SATURDAY EVENING POST, AUGUST 29 
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MARKETOR 


SERIES 4800 


... three ways thrifty . . . low first cost, minimum maintenance and 
less island space than any other 48” low pedestals! Clean, functional 
, design emphasizes fast, easy dispensing from these most modern 


gasoline MARKETORS® .. . right for your islands. 
Compa! 


CLEAN, UNCLUTTERED iv - Two drtaty Models 
FORTY-EIGHT Self-contained single-product pumping dis- 
INCH PROFILE pensers; and single- or two-product remote 
system pedestals serve two cars at once. 


“ 1 “ 
LARGE, EYE-LEVEL Bases measure only 16” x 204”. 


TV DIAL 


STAINLESS STEEL 
SIDES/TOP 


FULL LENGTH 
IDENTIFYING COLOR 
DOOR PANELS 
NEWEST COMPUTER 
WITH AUTOMATIC 
RESET 


SINGLE-LEVER, ONE 
HAND CONTROL; XACTO 


OVERRIDING 
SAFETY CLUTCH METER 


® 
NONSCUFF ROLLERS Heart of the MARKETOR 


PROTECT HOSE Constructed from Teflon/graphite, stainless steel 
AND FINISH and other non-corrosive materials impervious to 
additives and aromatic content of modern fuels, 

EASY-PULL for longer, trouble-free life. Self-adjusting liquid 
CABLE-REEL HOSE seals on pistons and valve ports guarantee con- 
RETRACTOR WITH tinuous, split-hair-accurate measurement. By test, 
LATCHOUT DEVICE one of the two most exact meters available in 


OCCUPIES LEAST gasoline pumps today. 


ISLAND SPACE Single Hose Models... 


LOWER FIRST COST Dispensers complete with suction pump unit; or pedestals for 
use with remote pumps. Uncluttered modern design compli- 
LESS TO MAINTAIN ments new station architecture, “modernizes” older stations. 


Write for specification brochure No. 4800... 
BOWSER, IMC. marketine Division, FORT WAYNE, INDIANA 
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Famous AC ‘Firsts’ All Add Up to 


New 





FIRE \\ RING 


SPARK PLUGS 


New AC Fire-Ring Spark Plugs are the 
culmination of AC’s 51 years experience in 


the ignition industry. They incorporate every 
major advance in spark plug design, from 
AC’s exclusive ‘“‘Hot Tip” to the new knurled 
center, electrode and clipped side electrode 
for easier sparking and minimum gap growth. 


AC ANNOUNCES: 







v 


of 








i, 


The term ‘‘Fire-Ring” describes what hap- 
pens at the tip of a new AC Fire-Ring Spark 
Plug. The ignited fuels form a ‘‘flame front” 
that spreads out rapidly to ring the com- 
bustion chamber. This fire-ring heats the 
compressed gases, depresses the piston, and 
you get full, firm power. 












Get Fired-unp for Fall Sales...Order 
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New AC “Fire \) Ring” Performance 


...to increase 
your 
profits! 





* You can tell AC Fire-Ring Spark Plugs from peak power, long service life and reliable 
ordinary plugs by the easy-to-identify green performance they provide. 

_ rings on the insulator and the AC “spin-on” AC engineers have developed an AC Fire- 
gasket (on 14MM types) for easy installation. Ring Spark Plug type for every automobile 
You can also identify AC Fire-Rings by the engine—no matter the make or year. 


AC SPARK PLUG #% THE ELECTRONICS DIVISION OF GENERAL MOTORS 


AC Fire\Ring Spark Plugs Now! 
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ALL READY on the 
SMASH SPARK PLUG 


eas WITHNEW 
AC TRAFFIC 
BUILDERS! 


AC Fire-Ring Window Trim 


Set your “sights” on the AC Fire- 
Ring Spark Plug Window Trim 
for Fall. As you can see, the full- wo 
color trim is designed to comple- 
ment your service and announce 
AC Fire-Ring performance and 
the AC Space Age World Atlas 
offer. The display is sure to in- 
crease traffic and boost gasoline 
and spark plug sales when you 
place it in your dealers’ display 
windows. 


AC Space Age World Atlas 
Your AC Space Age World Atlas 
offer will command attention this 
Fall. There are 48 full-color pages 
in this 48-page hard-cover edition, 
including world maps and 10 pages 
of easy-to-understand space in- 
formation. It’s a truly fine, up-to- 
date world atlas for every one of 
your customers, especially those 
with children starting back to 
school this September. Cc Fi Ri Ad oo c . 
Your dealers can sell or give away A ire- ing vertising ampaign 
each AC Space Age World Atlas During the Fall months, special AC ads will appear in 
Life magazine to announce your Fire-Ring performance 
ices, such as a tune-up or spark ee ee eae ™ pr Page pspans | area will 
plug change. Or, they can furnish tate Aathy e ay oles egy ag “« pt nl 
1 i - . . and, beginning in October, Art Carney 
order forms which allow customers television specials will be seen each month to help your A 
to order their own atlases at the dealer sales efforts! , SA 


now 
special low price of only $1.35 each. mane 3 By: ik me a 


with one of their special Fall serv- 


FREY RING 





TUNE IN THE ART CARNEY SHOW, NBC-TV, OCTOBER 2 
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“FIRE-RING” LINE to 
SALES RECORDS 


aa WITH NEW 
AC SERVICE TOOLS! 


AC Cam Dwell Indicator The new AC Cam 


Dwell Indicator is a high quality, precision instru- 
ment that simplifies the job of setting distributor 

oints. With the AC Cam Dwell Indicator and an 
inexpensive timing light, your dealers have all 
the tools they need to offer complete tune-up 
service. No electrical outlet is required, and they 
needn’t remove the distributor when they use this 
hip-pocket size, portable AC Cam Dwell Indicator. 
Unlike any other instrument of its type, the AC 
Cam Dwell Indicator eliminates the need for 
highly involved and expensive testing equipment. 
Your dealers can take this compact unit with them 
on road calls or use it at the work bench as well 
as under the hood of the car. The AC Indicator 
also serves as an electrical continuity tester to the 
distributor and it proves out shorts. 


AC Catalog Holder Your dealers can marshal 


all their parts lists and catalogs and store them 
permanently in one convenient holder . . . the 
new AC Catalog Holder. 

This all-metal, red and blue colored AC Holder 
has four removable racks for permanent catalog 
storage plus “wings” to hold individual catalogs. 
For finger-tip control of all parts lists and cata- 
logs, have your dealers get this valuable, new AC 
Catalog Holder during the AC promotion. 


Dealers include $8.50 with their orders for any 48 AC Spark Plugs and SPM-56 (in- 
cludes AC Cam Dwell Indicator) or SPM-57 (includes AC Master Catalog Holder) . 
HOW They'll receive the AC Fire-Ring window trim with the AC Space Age World Atlas 
offer—the AC Cam Dwell Indicator or the AC Master Catalog Holder—and an extra 


8-Pac of AC Spark Plugs worth $8.24. When they have sold the 8-Pac, they have re- 
Dealers get AC covered $8.24. The profit from the sale of the extra spark plugs, plus 26c, pays for 
4 ino’” the promotion package. They'll also receive—free—a copy of the AC Space Age World 
ire-Ring Atlas, included in each AC Fire-Ring promotion package. 
8 I I 8 


Promotion GET YOUR DEALERS READY for Fall Sales... Aim to Smash 
Package Sales Records... with AC “'Fire-Rings”’! 
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Now, from 


to help you SELL MORE 


Show them what happens @ An oil filter is designed to 


L * L hold dirt, dust and other con- 
when the oraet toc | taminants that collect in 5,000 
Y g a nge : miles of normal driving. After 

5,000 miles, the filter fills up, 

ENGINE OIL CONTAMINATION CHART contaminants pile up rapidly as 


shown in the chart. 


The best way to protect car en- 
gines from damaging dirt and 
grime is to change oil filters at 
least every 5,000 miles! So, 





when customers ask for an oil 


change, have your dealers rec- 
BUILD-UP OF 


CONTAMINATION 
OF IN ENGINE OIL and install AC Triple-Trapper 


SAFETY Oil Filters—the finest engine 
protection money can buy! 


ommend a filter change, too— 


2 out of 3 cars need new FILTERS now... 
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Give them 
the powerful 


protection for automobile engines 
OIL FILTERS and motor oil! 


TRIPLE-TRAPPER message! 


AC announces an important development in the 
oil filter industry with the introduction of new 
Triple-Trapper protection. Here is the three- 
way protection your dealers can offer customers. 


TRAP NO. 1 is the filtering material itself, a 
resin-impregnated paper that traps particles as 
small as 1/15th the diameter of a human hair 
—particles you can’t see with an ordinary 
microscope. 


TRAP NO. 2 is the amount of filtering area. The 


AC filter has more usable area. Oil, passing 
through the filter, is spread out and slowed 
down over this greater area. Thus, the filter has 
a chance to catch fine particles. The trapped 
particles themselves form a filter “bed” which 
helps trap even finer particles. 


TRAP NO. 3 is the design of the filter element 
—a unique arrangement of folds that provide 
maximum filtering area hence maximum filter- 
ing capacity. Because of the greater capacity 
the filter is able to hold more particles. 


AC SPARK PLUG = THE ELECTRONICS DIVISION OF GENERAL MOTORS 


SHOW and SELL THE BEST—AC! 
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“TRIPLE-TRAPPER™ 
OWERFUL INCENTIVES 


NEW 


“TRIPLE- 


TRAPPER” 
WINDOW 
TRIM 


As you can see, the AC 

“Triple-Trapper” Oil Filter 

dade wide’ ta: designed 0 Change new TRIPLE-TRAPPER 
complement your dealer serv- loa Xe FIITER NOW: 
ice with ““Triple-Trapper” en- . 

gine protection. This full-color 
window trim is sure to in- 
crease oil filter sales along with 
lubrication and oil changes 
when your dealers place it 
in their display windows. 


PROGRA During the Fall months special 
ADVERTISING AC ads will appear in Life 
magazine to announce the 

Triple-Trapper protection program . . . Billboards throughout 

the nation will carry your Triple-Trapper messages to over 

30 million motorists every day .. . and, beginning in October, 

Art Carney television specials will help your dealer sell AC 
Triple-Trapper Oil Filters! 


AC SPARK PLUG $e THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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PROTECTION presents... 
~ for FALL SALES! 


NEW 


Universal Potteries’ Dinnerware 


Your dealers’ wives will be pleased with this new 
filler set of “Ballerina” dinnerware in the “Wheat” 
pattern, as they are with the 4-place setting, of- 
fered last Spring. The filler set includes a platter, 
vegetable bowl, salt and pepper shakers, a covered 
sugar bowl and a creamer. And, each piece matches 
the original set of sturdy, oven-proof “Ballerina” 
dinnerware, right down to the 22-carat gold stripe. 


Dealers include $7.60 with their order of any 24 
AC Oil Filters and OFM-54. They'll receive new 
“Triple-Trapper” point-of-sale material, the filler 
set of “Ballerina” dinnerware, and 3 extra AC Oil 
Filters (popular types PF-122, PF-210 and PF-316) 
worth $7.60. When they have sold the extra ele- 
ments, they have recovered $7.60. Profit from sale 
of the extra filters pays for the promotion package. 


This versatile appliance will save your dealers’ wives time and energy in the kitchen. 
It’s the “Kitchen Pal,” the combination electric can opener and knife sharpener 
that cuts and holds the top of any size can, and hones the edge of a knife razor- 
sharp. There’s no danger of cutting a finger on the edge of the can, either. The 
“Kitchen Pal” cuts it safety-smooth. All-metal—finished in baked enamel and 


Udico chrome—‘“‘Kitchen Pal’ also has rubber “‘feet” to prevent slipping. 


Your dealers include $18.35 with their order for any 72 AC Oil Filters and OFM-55. 
Can 0 Pailae They’ll receive new “Triple-Trapper’’ point-of-sale material, the “Kitchen Pal’’ 
y P PP’ p< ie © 
and Knife knife sharpener and can opener, and 6 extra AC Oil Filters (popular types PF-155, 

PF-141, PF-131, PF-122 and PF-5) worth $18.35. When they have sold the extra 
ents av y 18.35. The profit from the sale of the extra filters 
Sharpener elements they have recovered $18. Pp 
pays for the promotion package. 


ORIGINAL DINNERWARE STILL AVAMLABLE. The original 
offer of “Ballerina” dinnerware, 4 plates, 4 dessert 
dishes, 4 cups and 4 saucers is still available. 
Dealers include $7.60 with their order for any 24 
AC Oil Filters and OFM-49. They’ll receive the 
4-place setting plus 3 extra AC Oil Filters (popu- 
lar types PF-122, PF-210 and PF-316) worth 
$7.60. When they have sold the extra elements 
they have recovered $7.60. The profit from the sale 
of the extra filters pays for the promotion package. 
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COMPCO 
cantilever lights 


SEE the improvement . . . Hi FOR USE WITH ALL POPULAR OUTDOOR 
in effective lighting | LAMPS; H.O., V.H.O., P.G., OR S.H.0. 
FEEL the difference “eran ' © versatile...gives more light over a 


so oo wider area. Island, perimeter and approach 
in increased sates lighting in one efficient unit. 


When you upgrade and 
y Ps attractive... beautiful streamlined design 
modernize your service adds the ‘modern touch” that brings 
station with Compco customers to your pumps. 
Cantilever lights with economical. ..Surprisingly low original 


. equipment cost. Built-in efficiency assures 
full light control reflector = minimum operating and maintenance costs. 


BEFORE 


COMPC 


CORPORATION 
1800 N. Spaulding Ave. Chicago 47, Ill. 
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With Acme-Hamilton 0.$.&D. Hose 
you can give the pumps full throttle 


With Acme-Hamilt 


can apply maximun 
speed ship and inking 
mnloading. Withstands full vacuum and a ey 

olhiealolael om ola-tt e cor n 


ity materials 
evere ha prene 
fxolalonbatelsk Wael ate weather, at 


service life troleum products 
CHECK THESE FEATURES (D) Reinforcing wire 
(A) Carcass has multiple plies 


altel ola -lal Balai) ola re lalek t-te mmal-se) 


oli Mm (ommeoli tii olehi= 


Write. Acme-Hamilton Dept. PN9] 


Hamilton 


Lr ieie teomaeli il, lemete)-ite)- 7 Gale], Mma. i 4. hae), mec Mn. mee) 


i AAs r 
iq er e Ha f 


ATLANTA ° CHIC AGE © CevTae Clr ©: &8ees ow. INDIANAPOLI 
SPARE CEULY «SAN ERAN CIS-€.6 


MIUWAWEEE «NEW Y¥ OR Bee PitTSBUR GH « $257 


r 
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FRAM TREASY 


F 
RAM CORPORATION, Pro 


PRIZE WINNE!| 
SAND AND 00/100. 


_ ig) ONE THOU 


weet Of 10,000 prizes ; 
:000 prizes in 
F 
RAM $60,000 TREASURE HUNT 


ce a “| es 
Pb | 


Fram takes action like no other filter company—to help dealers 
“set hoods up” for more high profit filter sales, oil changes 

and lube jobs. Example: Big prize payoffs to dealers, their cus- 
tomers and supplier salesmen—in recent “FRAM $60,000 
Treasure Hunt.” And, note the big FRAM ads in Saturday 
Evening Post — urging drivers to change filters and oil! 
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OIL RATIOS... 


A HIRST! 


ZB Anyway you look at it... 
ae’ FRAM ranks first! 
— More drivers prefer FRAM than any other brand*! 


@ More car makers install FRAM as original equipment! O/L AIR FUEL WATER 


@ More dealers switch to FRAM daily to get the extra 
sales that FRAM Filters bring! 


FRAM CORPORATION, Providence 16, R. I. 
*FRAM chosen first for quality in nationwide impartial survey, 1958 
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will give you Big Savings 


Five Models with Capacities 


to 260 GPM 
There are big economies and operating 
advantages of underground bulk stor- 
age. Combined with the low installa- 
tion and maintenance costs of Red 
Jacket ‘““BIG-FLO”’ Submersible Pe- 
troleum Pumps, they give you big 
overall savings for bulk plant instal- 
lations. You save installation costs, 
since Red Jacket ““BIG-FLO”’ Pumps 
eliminate such equipment as foot or 
check valves, and suction piping and 
fittings to bottom of tank. Gate valve 
on pump discharge and concrete base 
for pump and motor are not required 
either. ‘‘BIG-FLO”’ pumps save main- 
tenance costs, too. They are lubricated 
by the petroleum product pumped, 
and direct drive eliminates wear on 
drive connection parts. These advan- 


petroleum 
pumping 
equipment / 


tages, together with out-of-the-way and 
out-of-the-weather location, lack of vi- 
bration and vapor lock, make them 
virtually trouble-free. 

Five models of Red Jacket ‘“‘BIG- 
FLO” Submersible Petroleum Pumps 
include models from one through five 
horsepower with capacities to 260 gal- 
lons per minute, total heads to 110 
feet. All models are listed by Under- 
writers’ Laboratories, Inc. 

These pumps include the advanced 
engineering features of Red Jacket 
‘**Extracta’’ pumps that pioneered ex- 
tractible submersible remote pumps for 
service stations. For complete infor- 
mation about Red Jacket ‘‘BIG-FLO”’ 
Pumps, contact your nearest repre- 
sentative or write us direct. 


Contact your nearest RED JACKET REPRESENTATIVE for complete information 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. - 


R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Tex. « 


Henry D. Fairlie, 15 West 44th Street, New York 36, N. Y. + R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Mo. 


e Joe R. Mooney, 3162 Chartres St., New Orieans 17, La. - 
R. E. Sanderson, 221 11th St., San Francisco 3, Calif. - 


E. P. ‘‘Ted’’ Muller, 1306 E. 17th Ave., Denver 18, Colo. « 
A. R. Sedgebeer, 2711 So. Hill St., Los Angeies, Calif. 


e A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Ill. - Gardner Udell, 3820 N. College Ave., Indianapolis ‘5, Ind. + 
Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. C. E. “‘Red'’ Weaver, 4223 Cincinnati-Brookville Road, Hamilton, 0, 
« John F. Young, 235-37 Spahr St., Pittsburgh 32, Penn. . E. “Al Zahl, 1516 So. Sth St., Minneapolis, Minn. e 


RED JACKET Manufacturing Company 


Petroleum Equipment Division e Box 270 « Davenport, lowa 
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On time on FIRESTONES 


They cut costs on fuel oil deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 


And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


7" « 


- —— 7; ‘em 
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irr*) - <= a 
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Copyright 1959, The Firestone Tire & Rubber Company 


AIF ES 


TRANSPORT SUPER ALL TRACTION 


BETTER RUBBER FROM START TO FINISH 
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PLUS FEATURE No. 1 PLUS FEATURE No. 2 PLUS FEATURE No. 3 PLUS FEATURE No. 4 


Three-step cast aluminum Swing-easy arm bearings Dependable Rotary Strong, all-welded 
pick-up pads with for fingertip jack systems . . . Airdraulic yoke construction for 
sure-grip contacts. positioning. or Full Hydraulic. maximum safety. 


H... the finest swinging-arm lift yet 


designed. It offers complete flexibility to lift 
any make car with any type of frame con- 
struction . . . safely, quickly. Lateral, vertical 
and longitudinal pick-up adjustments are 
. easily made because the swinging arms turn 
to provide reach wg . : 

iS smoothly on lifetime bearings and the light- 
of 88” and weight, strong cast aluminum pads slide on 
spread of 92”. the arms and adjust to three heights. 


Pivoting arms 
move in a wide arc 


The arms move in an arc to provide a reach 
of 88” and a spread of 92”. Pin-type assem- 
bly, requiring no bolts, permits easy removal 
of arms from the yoke for cleaning. 





Overall lift width of only 36” and ground- 
Arms turn easily a 2 hugging silhouette prevent damage to tires or 








on lifetime bearings, low-hanging vehicle parts. 


lift out 
for cleaning. ) 


S 
arm 





PF ig, Mle Flexibility of the Rotary FP-45 Frame Lift 

, bearing ee : ‘ cata 

; pick-up system provides easy accessibility to 

yoke undercar parts and safer, faster, more profit- 
able service and repair work. 











SMALL CARS STANDARD CARS BIG CARS 


New 3-position cast aluminum pick-up pads —<* 'izh\wcieht cast alumi. 


a - num pads have ample strength, 
are easily spotted to lift any car safely yet are easily moved along the 
arms to the correct pick-up posi- 
ton tion. Extra height provided by 
‘ raised positions is useful in lift- 
ing pick-up trucks or providing 
clearance for muffler replace- 
ment and similar jobs. Textured 
finish produces a non-slip sur- 
Normal position Mid- position Raised position face. Aluminum never requires 
434” above floor 634” above floor 10%" above floor painting, always looks good. 


Two-position wheel spotting 
dish—This dish makes precise 
spotting of any wheelbase car an 
easy, fast, one-man operation. 
Driver can spot car with no out- 
side help because of ridges on dish. 


FP-45 FRAME LIFT 


Positioning handle furnished—Arm angle, pad ROTARY LIFT COMPANY, Division of Dover Corporation 

setting on arm and pad height can be adjusted, with- Memphis, Tenn.—Chatham, Ontario 

out reaching under car, through use of this handle First name in oil-hydraulic auto lifts—passenger and freight 
supplied as standard equipment. elevators—industrial lifting devices. 





EVER-TITE « 


EVER-TITE 
STANDARD 
ADAPTER AND 
COUPLER 


EVER-TITE 
ADAPTER 
AND 
COUPLER 


EVER.TITE 
SHANK ¢ 
HOSE wm 

COUPLING | 








Here is why EVER-TITE assures 
speed... safety... economy 


Superior quality forged pe 


—precision machined 


Uniform wall thickness 


—no weak ee = 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra ‘ 
Hi-Strength Stainless 
forged Steel 
handles pins 
—greater —greater 
economy safety and 
longer 
service 


Uniform heavy 
wall thickness . 
- k ¢ 
sii tails Superior quality forged body 
Recess retains gasket —precision machined 
—accurate tolerances 


in coupler and assures 





proper placement 











EVER-TITE 
COUPLING ELBOW AND 
CHECK VALVE UNIT 


ou save time in deliveries—and reduce wear and 

maintenance costs—when you use Ever-Tite 
Couplings. Ever-Tite gives you the finest in quality 
and engineering. And Ever-Tite gives you tight 
connections every time—because every Ever-Tite 
has positive gasket compression that is dependable 
under all conditions. Get Ever-Tites—and get the 
best in quick couplings. There is an Ever-Tite for 
every need. Ask your distributor. 

Brass Aluminum 


Malleable Monel 


Other materials available on request 


EVER-TITE 
ADAPTER 
AND COUPLER L 


Stainless 


FOR 
TANK CAR ~~" 


UNLOADING 
EVER-TITE 


90° FULL-FLO 


ADAPTER AND COUPLER 


Drop Tubes or Pipe Threads 


s EVER-TITE 
M. 1. D.* 
COUPLER 


*Maximum inside diameter 


EVER-TITE SPOOL ADAPTER 


The Best In 
vick Couplings 


For Tight Fill 
Deliveries 








i, 
MUNN Y 
MW, 


EVER-TITE “99” COUPLER 
with Sight Gauge 
a 


97 
Locking Cap 


97 
Twisting Cap 


ae a 
97 Adapter 
No. 97 97 Adapters 
Ever-Tite for Ever-Tite 

Fill Cap “99” Coupler 


Also a « 
ri Ora 


2” LP.T. 


Dust Cap 


EVER-TITE 
DUST PROTECTORS 


Cet late dD 
Chain for attaching Dust Caps 


or Dust Plugs 
to adapters or couplers 


Dust Plug 


EVER-TITE 


EVER-TITE 
HANDLES 


GASKETS 


EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y. 
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IN WASHINGTON 


More FTC Action—Federal Trade Commission has 
never before had more oil-industry cases pending than 
it has now, says FTC commissioner William T. Kern. 
Speaking to the National Congress of Petroleum Re- 
tailers, Kern said FTC “is acutely aware of the serious 
problems in the petroleum distribution industry.” One 
such case was dismissed recently by hearing examiner 
Robert L. Piper. It charged that Socony Mobil com- 
peted unfairly by supplying lube equipment and im- 
provements to new-car dealers, allegedly to induce 
them to buy Mobil lubricants. Piper said Mobil’s con- 
tracts did not lessen competition, and dealers were 
free to buy lubricants from other sources. 


Test for Price War Plans—The legality of limited 
resale price maintenance will be weighed in two im- 
portant new Federal Trade Commission cases. Targets 
are Atlantic Refining’s price war consignment plan 
and Indiana Standard’s SCRP (suggested competitive 
retail price) plan. FTC says both are unfair price-fixing 
trade agreements. Atlantic and Standard say their plans 
are designed to help independent dealers remain com- 
petitive while preserving their basic independence. 


Depletion Probe—A panel of 10 industry and aca- 
demic experts will discuss the depletion allowance Nov. 
12, as part of the House ways and means committee’s 
study of present tax laws. The study aims at broadening 
the U. S. tax base by eliminating “unjustified exemp- 
tions.” On the panel are five university professors and 
two oil company executives, Dr. Richard J. Gonzales 
(Humble Oil) and Scott Lambert (Standard Oil of 
California). 





AROUND THE COUNTRY 





Credit Card Bureauv—Oil companies are being 
sounded out by a Chicago group on a plan for a cen- 
tral clearing house for all oil industry credit cards. The 
proposed organization, which would be called Oil Serv- 
ices Credit Corp., would assume responsibility for all 
credit card functions, from initial investigation to final 
billing and collection. (Two oil marketers put the case 
for such a system in NPN—Aug., p 168.) 


More Overseas Investment—The oil industry leads 
an upswing in foreign investment by U. S. industries, 
reports a new McGraw-Hill Economics Dept. survey. 
Over-all, American companies plan to invest 5% more 
in new plants, equipment and property outside the U. S. 
in 1959. Oil companies surveyed plan to spend $1,186,- 
000,000 this year and $1,246,000,000 in 1960—more 
than all manufacturing facilities (except petroleum re- 
fining) combined. However, planned expenditures are 
below the $1,575,000,000 of 1957, when the Suez scare 
resulted in increased Latin American investment. 


September, 1959 * NATIONAL PETROLEUM NEWS 





Food Chains Crash Gasoline Market 


Two giant eastern supermarket chains are getting 
into gasoline retailing. This could be the beginning 
of a major trend. It’s been shaping up for some 
months (NPN—July, p69). The supermarkets: 

© Food Fair, with 368 stores from Connecticut to 
Florida. It’s opening 24 private-brand outlets in Penn- 
sylvania within a year, more in other states later. 
These outlets will handle two grades of “FF” gaso- 
line, with lube, wash and TBA facilities. 

¢ Grand Union, with 443 stores in 11 states 
mostly in the Northeast. Its realty affiliate, Eastern 
Shopping Centers Inc., reports it is negotiating with 
several major oil companies to operate supermarket 
stations under major-brand flags. 











Worldwide Oil Boom—Global developments point to 
rapid expansion of oil demand, say Standard Oil Co. 
(N. J.) economists: 

e By 1965 the free world will be spending $25- 
billion a year on road-building, more than half of it in 
the U. S. 

e By 1965 about 9-million new houses will be com- 
pleted in western Europe, many of them heated by oil. 

e Latin American now plans to raise road mileage 
50%, making room for more cars. Africa is also ex- 
pected to double its roads. Big gains are projected for 
Australia, New Zealand and Japan. India, now lagging 
in petroleum use, is also moving up. 

9 


Mobil Mergers—Three wholly owned affiliates of 
Socony Mobil Oil Co. will be combined this fall with 
Mobil Oil Co., making one coast-to-coast unit. The 
affiliates are Magnolia Petroleum in the Southwest, 
General Petroleum in the West, and Mobil Producing 
in the Rockies. Marketing won’t be affected in a broad 
sense, because marketing reorganization began over 
a year ago (NPN—July ’58, p 104). But significant 
overhead savings will result from consolidation of the 
three marketing staffs, with a reduction in total posi- 
tions. Selections will be made from the present staffs 
on the basis of competence and performance. 

Merger was anticipated six months ago after Socony 
Mobil was reorganized into Mobil Oil (domestic) and 
Mobil International, under the aegis of the parent cor- 
poration (NPN—Feb., p 89). The new setup resembles 
those of other national marketers (Texaco, Shell) that 
depend on main headquarters staffs and use secondary 
regional staffs on a local basis. . 

» 


Lubes Recovering—Refiners are predicting a period 
of increasing firmness ahead in the Mid-Continent 


lubricating oil market. It’s the first optimistic note in 
this market in two years. The improvement is attributed 
to an over-all increase in demand, government buying, 
trimmed inventories. 


More Ahead of the News 
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Ahead of the News 


Blending Pump Goes West—Nine-grade blending 
pumps will go into Hancock and Norwalk stations in 
Nevada, California, Arizona and Oregon, if the parent 
Signal Oil & Gas like the results of a six-month trial at 
eight Las Vegas Hancock stations. Acceptance is re- 
ported good since the trial began Aug. 17. The pump, 
made by Wayne, is the type introduced by Sun Oil 
(NPN—Apr. °56, p.106). In the Southwest, El Paso 
Natural Gas Products will install the pump at 300 “El 
Paso” and “Dixie” stations by year’s end. It will market 
six grades, from 90 to 101.5 octane, under the “Red 
Flame” brand. 





e 

Credit Cycle-—How much higher can consumer install- 
ment buying go? When will the peak be reached? Some 
investment analysts say the consumer credit cycle will 
peak out and decline sometime next year. The reason: 
this cycle is tied to auto registrations and production, 
and mid-1960 is when auto industry activity will peak 
out and decline, they say. Right now net extensions 
of consumer installment credit are running about $180- 
million a month; they’re likely to reach about $300- 
million to $350-million a month before they peak, 
analysts figure. 


Sun Expands in Michigan—Midwest marketers look 
for even keener competition from Sun Oil in the 
Michigan area this year. By following a 1¢-over- 
private-brands policy, Sun has added to Michigan’s 
market turmoils in past months. Now the company is 
building a pipeline from its Toledo, Ohio, refinery to 
Owosso, Mich., where it’s erecting a $575,000 terminal 
for gasoline and heating oils. The new line will cut 
transportation costs by replacing truck and barge ship- 
ments. 
e 


Tanker Surplus: Still Growing—The present surplus 
of tankers will probably grow over the next three years, 
but diminish in 1962 and 1963, reports Sun Oil’s annual 
analysis of the world tankship fleet. Sun also predicts 
that by 1963 the U. S. will have dropped tu ,ourth as 
a tanker owner. It was first after World War II. 


Studying the Jobber—lIndiana University has started 
a study of jobber operations aimed at developing in- 
formation to help other jobbers. The project has been 
undertaken with funds allocated by the Small Business 
Administration. The operations of 18 successful 
Hoosier jobbers will be studied by Indiana University 
business students working on their doctorates. (The 
project is under the direction of Prof. Charles Hewitt.) 
The information will be compiled in a manual. A pre- 
liminary report on the project is due Oct. 1, the final 
report April 1, 1960. 

e 
Conoco Joins ‘Carte’—Continental Oil begins accept- 
ing Hilton Carte Blanche credit cards as of Sept. 1. 

e 


independent on Little Inch—Tresler Oil Co. of Cin- 
cinnati will be the first independent marketer to use 
the Little Inch Pipeline. The company will take 10-mil- 


100 


lion gal. storage on the line, which runs from Houston 
to Moundsville, W. Va., and is owned by Texas Eastern 
Transmission Corp. Tresler supplies 115 “Comet” 
brand stations in Ohio and Kentucky. 


100-Octane in Europe—A West German distributor 
is offering 100-octane gasoline in 209 stations. Up to 
now, Ethyl Corp. figures show, European high has been 
98 octane in West Germany, United Kingdom and 
Italy. 

* 
Fair Trade Test—North Carolina’s attorney general 
is conducting a probe to learn whether fair-trading oil 
companies in the state “have combined to fix prices 
on gasoline in restraint of trade.” The probe reportedly 
stems from complaints by retailers. The attorney gen- 
eral will ask to see records of major suppliers in the 
state, where Gulf, Esso, American Oil, Sinclair, At- 
lantic and Mobil have been fair-trading since this sum- 
mer (NPN—July, p 90). 

e 


Crown Central in Trouble—President S. K. Waters 
says he’ll recommend liquidation of his company, 
Crown Central Petroleum, if its losses continue at their 
present rate. Waters told the Oil Import Appeals Board 
that because of import controls, losses will total an 
estimated $3-million after a full year under mandatory 
imports restrictions. Crown Central’s refinery runs rely 
about 95% on purchased crude, Waters says, and the 
company needs 20,000 b/d of imported crude to avoid 
liquidation. Its allotment is 3,600 b/d. 


e 

More Canopies Coming?—Canopies will be in gen- 
eral use in the Midwest within a decade, predicts R. A. 
Niles, operations manager of Standard (Indiana). He 
cites three attractive features of canopies: they serve 
as a “beacon,” provide protection from the elements, 
and tend to set off signs to good advantage. These 
factors plus stronger customer preference for canopies 
will get more marketers to adopt them in the next few 
years, says Niles. (For a full report on canopies, see 
NPN—Nov. ’58, p 98.) 


More Diversification—In Indiana, more and more 
jobbers have been diversifying in the past year, and 
more are expected to. The reason is that much com- 
mercial account volume has been lost to the majors, 
and troubled retail markets have reduced gasoline 
margins. So jobbers are seeking new sources of revenue 
to strengthen their positions—tire distribution, heavy 
fuels, asphalt, and other sidelines. 


IN DETROIT 


Regular-Grade Recommendations—Oldsmobile is 
recommending regular-grade gasoline on its 1960 Dy- 
namic 88 series, claiming an improvement of 15% in 
miles per dollar. This is in keeping with Detroit’s 
accent on economy—in its compact cars and even in 
some big cars. But advance reports indicate most big 
autos will keep their premium-grade recommendations. 
(For a preview of the 1960 cars, see page 114.) 
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Petroleum Indicators 








STOCKS 
NPN PRICE AVERAGES* 


r : Refinery /Terminal 
! (¢ per gal.) 


Aug. July Aug. 
1959+ 1959 1958 





Gasoline 

(regular) . 11.77 11.58 12.05 
Kerosene .. 10.66 10.82 10.93 
Distillate... 8.69 881 9.40 
Residual ... 4.60 460 4.79 
4 principal 

products . 9.10 9.04 9.42 
Lube oil ... 21.92 21.60 21.53 
Crude at well 
. ($ per bbl.) 2.92 2.92 3.02 





*Weighted average price, principal 
markets. Crude prices middle of 
month, not monthly average. 
tThrough Aug. 14, 
































MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Aug. 1959* July 1959 Aug, 1958 
Finished and unfinished gasoline (thous. bbl.) 183,104 186,496 177,351 
Kerosine (thous. bbl.) .... 29,473 29,298 28,662 
Distillate fuel oil (thous. bbl.) 147,907 139,154 139,862 
Mescunl fuel On. (ie BOL a. se ee ak 55,525 55,668 67,230 
Crude oil—B. of M. (thous, bbl.) 261,848 263,865 244,810 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) 7,933 7,824 
Foreign crude included (thous. bbl. daily) 1,041 1,010 
% of refinery capacity operated _.. é 81.8 84.8 
Refinery Output 
Gasoline (thous, bbl. daily) ...... 3,966 4,082 
Kerosine (thous. bbl. daily) .. 250 265 
Distillate fuel oil (thous. bbl. daily) 1,725 1,706 
Residual fuel oil (thous. bbl. daily) 928 961 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 6,839 6,939 
Crude oil imports (thous. bbl. daily) 926 963 


*Through Aug. 14. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


: Latest Month 
Exports of crude and refined products (thous. bbl.) * 7,334 (May) 
Average station gasoline price, ex tax (¢ per gal.) 21.71 (Aug.) 
Service station sales—all commodities ($-million) 1,478 (July) 
Gasoline consumption (million gal.) 5,286 (May) 
Passenger cars—domestic shipments (thous.) 546 (June) 
Trucks and buses—domestic shipments (thous.) 101 (June) 
Passenger car replacement tire shipments (thous. ) 5,936 (June) 
Replacement battery shipments (thous. ) 1,437 (April) 
Oil burner shipments (thous.) 44 (April) 


*Alaskan shipments are included beginning Jan. 1959. 
tExcludes Alaska. 
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Supply and Demand 





New Uses for Two Byproducts 


Asphalt and coke show how 
research and promotion can 
solve oversupply problems 


NEW MARKETS for petroleum asphalt and 
coke, as well as expansion of old ones, are 
balancing the larger supplies of these two heavy 
refinery products, Refinery output of asphalt is 
more than double that of a decade ago, of market- 
able coke triple. 

The two products have much in common. They 
both are necessary residues of modern refinery 
operations, both compete for markets with other 
forms of fuel and raw materials, both can be dis- 
tributed economically only in a limited area near 
refineries. 

Asphalt and coke are examples of what can be 
done through research and promotion work by oil 
companies and other agencies to find new uses for 
petroleum products. 

Asphalt—-Over 70% of all refinery asphalt is 
used today in highway construction and mainte- 
nance, First used for road surfacing, asphalt is now 
applied in the construction of highway bases and 
foundations, in road shoulders, in treatment of 
joint seals for concrete slabs. 

The Asphalt Institute, which has pioneered in 
research work in this field, is now studying design 
and construction problems so asphalt can handle 
the strains and stresses that will come from the 
heavier traffic of the future. 

After many problems at the start, asphalt is now 
used for surfacing airfields. In shingles, rolls and 
compounds, asphalt supplies more roofing mate- 
rials than all other products combined. Around 
20-million bbl. annually are used in some form of 
roofing. 

Miscellaneous uses for asphalt today include 
battery cases, automobile undercoating, tire manu- 
facturing, waterproofing and dampproofing mate- 
rials, bases for paints, lacquers and printing inks, 





Production of Asphalt and Marketable 
Coke in 1958, by Refinery Districts 
(000 bbi.) 
Market- 
able 
Asphalt Coke 
He 2 20,000 2,500 
Texas and La. Gulf Coast 10,760 3,700 
North Central* 17,130 7,400 
CREO ako She 9,430 3,500 
Other Inland . 19,620 2,200 


Total Except West Coast 76,940 19,300 
West Coast .... 2,600 


Total U.S. .... 21,900 
* Includes Ind., Ill, Ky., Tenn., western Ohio, Minn., 


Dakotas. 
Bureau of Mines data. 


District 
East Coast 














Million Barrels Annually 


oad U.S. Refinery Output, rg 
904- Asphalt and Marketable "i 
- Coke, 1947-1959 

















ASPHALT output, which may top 100-million bbl. this year, 
has more than doubled in a decade, coke output tripled. 


and materials for floor coverings and insulation. 

Domestic demand for asphalt in 1958 reached 
96-million bbl., 8% greater than in 1957. Demand 
in 1959 is growing at a faster rate and may top 
100-million bbl. Asphalt is produced in all re- 
fining districts, the East Coast district supplying 
the largest volume (see table below). 

Coke—Three times as much marketable coke 
is produced at U. S. refineries now as was 10 years 
ago. This is largely due to the economics of coking 
in refinery operations but also to intensive devel- 
opment of new uses for this product by carbon 
companies. 

The largest use of petroleum coke is as industrial 
fuel, usually in pulverized form. To a much lesser 
degree, it’s used for domestic heating, usually as 
briquets. Currently being explored is the possi- 
bility of using coke for making acetylene. Efforts 
are also being made to use petroleum coke in the 
iron and steel industry as replacement for coke 
from coal. 

Carbon companies have developed the means 
to calcine the raw coke coming from refineries, 
removing volatile materials and improving its char- 
acteristics for many uses. Largest current market 
for calcined coke is as anodes in the electrolytic 
reduction of aluminum ore to make aluminum 
metal. It’s also used in making titanium. 

Calcined coke is also made into furnace linings, 
heat exchangers and many types of industrial equip- 
ment. In the form of graphite, it has many appli- 
cations. It’s finding wider use in atomic energy 
applications because of its neutron absorption 
properties. ® 
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Whiteway DCR & CR” BREAK THE LIGHT BARRIER! 
The GREATEST PUNCH EVER from FLUORESCENT LAMPS! 


Whiteway “DCR” Double Controlled Reflectance Fluorescent Floodlight 
Whiteway “CR” Controlled Reflectance Fixture for illuminating the front of buildings or billboards 


“DCR” OFFERS THESE FEATURES... “CR” OFFERS THESE FEATURES... 


CONTINUOUS DISTRIBUTION OF LIGHT UP TO 55 FT.! 
ONLY TWO LAMPS (Extra High Output 1500 M. A.) F " , , 
SPECULAR ALUMINUM REFLECTOR tor now makes it possible to illuminate more 
AIR COOLED BALLAST completely and uniformly a vertical surface 
CLEAR WEATHERPROOF PLASTIC COVER th by th f icon éhadiin Sait 

© ADJUSTABLE MOUNTING BRACKET FOCUSES LIGHT ce ee ey Re ee ° 
WHERE YOU WANT IT. fixture. 


Whiteway’s specially designed “CR” reflec- 


\ \ \ 
A 


WAAAY 
A \\Y 


NOW. 


the greatest amount of 
PUNCH eve? produced with economical 
fluorescent floodlighting. Over a year of 
light engineering, research, and testing has 
produced the greatest floodlight fixture ever 
made. Whiteway’s new “DCR” (Double Con- 
trolled Reflectance) FIXTURE uses only TWO 
LAMPS, but projects THREE beams of fluor- 
escent light farther and more evenly than 
any other fixture. Comparison light read- 
ings and engineering data on request. 
Write, wire, or telephone, NOW! 


DEDICATED TO QUALITY & SERVICE Whiteway MANUFACTURING CO. * 1736 DREMAN AVE. * CINCINNATI 23, OHIO 
BRANCH OFFICES: 


CHICAGO, ILL., WAbosh 2-4080 © MARIEMONT, O., BRamble 1-2760 © MOUNTAIN LAKES, N. J., Deerfield 4-2566 ® KANSAS CITY, MO., JAckson 3-1544 
TULSA, OKLA., LUther 5-5955 @ SAN JOSE, CALIF., ESsex 7-0308 @© DENVER, COLO., TAber 5-7205 @ FT. LAUDERDALE, FLA., JAckson 3-4090. 
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Among the progressive fixture manufacturers 
ready to offer you fixtures for Sylvania’s 
new VHO POWERTUBES are: 


Anthony Electric Corp. 





Colonial Electric Products, 
Division of Colonial Neon Company 


Compco Corporation ee : RPM LUBRICATION 
Electric Lighting Sales, Inc. 1ON SERVICE 
Guardian Light Co. — wal 
Nu-Art Lighting and Mfg. Company 

Oscar Phillips Company 

Petelco, Inc. 

Pfaff & Kendall 


Philadelphia Electric 
& Manufacturing Co. 


Revere Electric Manufacturing Co. 
Rutledge Equipment Co. 
Universal Lighting Products Inc. 
Whiteway Manufacturing Co. 





... that’s why leading 


To HELP modern gas stations get more light for 
the money .. . and draw more nighttime business 
for extra profit, the leading fixture manufacturers 
recommend Sylvania VHO (very high output) 
POWERTUBE Fluorescents in their units. 


And for good reasons! Sylvania VHO POWERTUBES 
deliver 214 times as much light as regular fluores- 
cents. You get more light to brighten work areas... - 

Higher efficiency lighting in every . : ; 
Gun of A ee a speed up service . . . expedite charge card handling 
and change-making. 


makes easier every servicing task. 
And equally important, this higher level of illu- 
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Sz. POWERTUBE/ 48° 


S VHO = COOL WHITE [Fb Cw wxO RFL 





draws more service station trattic... 


fixture manufacturers specify Sylvania VHO PowerTvBEs! 


mination is more evenly distributed over the entire Learn how you can get more light for your service 
service area. You save on maintenance, too: fewer stations at lower cost for today’s higher intensities. 
lamps to clean and replace. Their smooth surface For complete information, write: 

. stays clean longer, wipes clean easier. 





. . SYLVANIA LIGHTING PRODUCTS 
Sylvania VHO PowERTUBES stay efficient. They Mr. L. E. Innis, 60 Boston St., Salem, Mass. 


maintain higher output without changing light dis- In Canada: Sylvania Electric (Canada) Lid., 
tribution throughout the life of the tube. P. O. Box 1190, Station “‘O”’, Montreal 9 


¥SYLVANIAS 


Subsidiary of 


GENERAL TELEPHONE & ELECTRONICS 
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It’s time 
you 

got a big 
share... 


wy. 
of Sinclair’s annual billion dollar sales 


You can — with a Sinclair distributor franchise. In Sinclair’s 36-state market- 
ing territory, many areas are now ripe for some alert businessman to take over. 


When you do, the entire Sinclair organization is primed to help you get rolling 
with financial and administrative aid, with assistance in bulk plant 
operation and service station development. 


To spur your salesmen and dealers in building extra fuel oil, industrial and 
farm gallonage, Sinclair puts a complete sales training package 
at your disposal. 


You’ll be tough on competition, too. The Sinclair brand is 
pre-sold by one of the most aggressive advertising 
and promotion campaigns in the oil business. 


Why don’t you find out just how you can 


share in Sinclair’s profit-paying billion dollar 
business? For the complete picture, write S - a C : A : Fe 


Refining Company 
600 Fifth Avenue, New York 20, N. Y. 
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Me In Politics? Yes, You 


NEW POLITICAL FORCE with pro- 

business leanings is taking shape. Two 
large oil companies are fostering campaigns 
among their own employes, as independent 
moves in a drive that is attracting support in 
varied industries and diverse firms throughout 
the country. 

As a pro-business political force, it is not a 
creature of big business or small business or 
middle business. Nor is it anti-labor or anti- 
liberal or anti-social. Instead, it is an effort to 
awaken a political interest in the tens of thou- 
sands of people who depend on business so 
that the businessman’s viewpoint will be prop- 
erly presented and represented in elections. 

This reverses an attitude of aloofness en- 
couraged by business firms for decades. Busi- 
ness is business, and politics is politics; and the 
two shouldn’t be mixed, asserted business lead- 
ers of the past. In the past decade, though, 
top business men have become keenly interested 
in government affairs, on an individual basis. 

Now there’s an organized attempt to encour- 
age oil company employes to get into politics, 
at least as well-informed voters. Esso and Gulf 
are the two companies that announced formal 
programs. Esso has set up a public affairs com- 
mittee that has two objectives: (1) to keep em- 
ployes better informed on legislation and public 
affairs problems affecting the company and em- 
ployes, and (2) to encourage all employes to 
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exercise their political rights. 

Gulf’s program, described as non-partisan, 
has three parts to it: (1) Establishment of a 
corps of regional political supervisors who will 
work directly with politicans in the spirit that 
“what is good for the community is good for 
Gulf.” (2) Establishment of a new Washington 
office, with a legislative analyst and political 
writer who will be a registered lobbyist and 
public relations representative. The office will 
supply pertinent information for regional su- 
pervisors. (3) Publication of a bi-weekly news- 
letter summarizing all legislative activity per- 
taining to the oil industry. 

“Gulf employes will be encouraged to become 
effective voices in any political party in which 
they chose to be active,” Gulf stated. 

Often business has suffered because legisla- 
tors lacked an understanding of business, its 
problems and its people. As this program gets 
under way, one of the results should be a better 
understanding of business by politicians and 
political aspirants. 

Many independent oil distributors — jobbers, 
consignees and dealers — have been active in 
this field for years. It has been to their advantage 
to participate in politics. 

We're entering an era in which more people 
who rely on the oil industry should become ac- 
tively interested in political affairs so politics 
will reflect a better awareness of business. 





oo? ae fey, 
@y ® Ney 


but itis TH EASY WN G 
TO SELL MORE T.B.A.! 


BECAUSE U. S. Royal gives you the complete 
quality tire line re-engineered for today’s safe 
driving... with the performance features your 
Stations’ customers want. 


BECAUSE the U. S. Royal T. B. A. Program is 
designed to help your dealers increase sta- 
tion traffic, build extra sales and profits. 


BECAUSE U.S. Royal gives you maximum 
selling help, providing powerful merchandis- 
ing and sales promotion support for your 
dealers. 


BECAUSE U.S. Royal, with experience 
gained in many years of working with oil mar- 
keters, provides an efficient, flexible method 
that supplies the right service, tailored to your 
dealers’ needs. 


Ik) United States Rubber 


Rockefeller Center, New York 20, N.Y. 
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National Petroleum News 


SEPTEMBER, 1959 


Federal ‘Gas’ Tax: What's Happening? 


Here's a blow-by-blow account of one 
of the most important—and confusing— 
federal gasoline tax battles in years 


A FTER EIGHT MONTHS of deadlock, Con- 
gress and President Eisenhower grudgingly 
agreed late last month to compromise on how to 
keep the big interstate highway program rolling 
along at a high clip. The compromise called for a 
two-year 1¢ boost in the federal motor-fuel tax, 
effective Sept. 1. Whether such a plan could survive 
the tortuous Congressional obstacle course was an- 
other matter. 

The deadlock was broken after the House pub- 
lic works committee and House ways and means 
committee tossed the issue back and forth for 


President 
Eisenhower 


. called for a five-year 
1.5¢ boost in the present 
3¢ federal motor-fuel tax. 


weeks and forced Congressional leaders to take a 
hand in the matter. 

The tax-writing ways and means committee had 
batted down more than a dozen different financing 
proposals. Most of them included some kind of 
tax boost. The committee authorized, instead, a 
$1-billion bond issue and recommended a sharp 
slash in federal outlays to the states. But the public 
works committee balked at the severe cutback and 
bounced a counter-proposal back to the ways and 
means committee calling for only a slight cutback. 

Ways and means committee members, frustrated 
and angry, started all over again batting down ad- 
ditional revenue-raising proposals. Finally both 
Democratic and Republican Congressional leaders 
started applying heat and offering rewards to mus- 
ter enough votes for a compromise tax boost. 

That’s how the issue has gone throughout 1959. 

From January through August Eisenhower in- 
sisted on a five-year 1.5¢ boost in the present 3¢- 
per-gal. federal motor-fuel tax. 

It was clear from the beginning that Congress 
would have nothing to do with it. All through 
the session Congressional leaders maintained this 
attitude. 
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When the Fight Started—The battle began late 
last year when administration officials found they 
wouldn’t have enough money coming into the spe- 
cial highway trust fund to support the program at 
a high rate of activity beyond mid-1959. 

The federal trust fund pays 90% of the cost of 
the 41,000-mile program. This summer some $2.5- 
billion was slated to be allocated to the states. On 
hand, however, was about $500-million. 

The reason for the deficit was that last year, 
during the recession, Congress decided to step 
up the road-building program. The pay-as-you-go 
provision in the law was suspended and some $1.6- 
billion extra was doled out. On top of this, costs 
of materials were rising and the money didn’t go 
as far as expected. 

The highway trust fund is supported by the 
motor-fuels tax and part of the excises on tires and 
tubes. The taxes were imposed in 1956 when Con- 
gress authorized the big building program. 

To keep the road program going along on sched- 
ule and on a pay-as-you-go basis, the Eisenhower 
administration decided that the only answer was 
a big boost in the fuel tax. 

Opposition Emerges—Most lawmakers reported 
widespread and stiff opposition to the tax proposal. 

Governors impressed on their Washington rep- 
resentatives that Eisenhower’s proposal was hitting 
at a major source of state revenue. Most of the 
states were having financial difficulties and were 
heading toward similar fuel-tax increases. 

The petroleum and other industries joined with 
highway user groups in strong opposition to the 
proposed federal tax boost. 

When Eisenhower formally presented his tax 
recommendations to Congress on Jan. 19, it was 
ignored. Not even a Republican—and there were 
still quite a few around—stepped forward to in- 


Speaker 
Rayburn 


. . objected, saying a tax 
hike would bring ‘a hue 
and cry from the people.’ 


troduce a bill to carry out the President’s proposal. 

House speaker Sam Rayburn (D., Tex.) said the 
next day a tax increase would bring “a hue and 
cry from the people.” The following month chair- 





General 

(Begins on page 109) 

man Wilbur Mills (D., Ark.) of the tax-initiating 
House ways and means committee declared that he 
saw no chance for any tax increase in this session. 

The months rolled by and the White House be- 
gan nervously prodding Congress. In May Eisen- 
hower sent a special message to Congress noting 
that time was running out and nothing had been 
done about his proposal. Congress publicly ignored 
the prodding. 

At this point the Democratic leaders were laying 
tentative plans to finance the super-highway pro- 
gram by borrowing now and paying later. The 
strategy was to wait until almost the last minute, 
drop their plan on the White House doorstep and 
get out of town. That way, they figured, the Presi- 
dent couldn’t veto the plan without shouldering 
the blame for a rupture of the program. 

First move in this plan came near the end of 
May when the House public works committee 
voted out a bill authorizing the Bureau of Public 
Roads to borrow money from the Treasury. The 
pay-as-you-go provision in the highway act was 
waived for two years. 

Climate Changes—Shortly after this, however, 
the political and economic climate began changing. 
Eisenhower’s campaign to balance the budget be- 
gan paying off. 

In Congress there were signs that deficit financ- 
ing was getting unpopular with the voters. And not 
long thereafter, Congressional leaders began shelv- 
ing some spending plans and paring down urgent 
programs to fit Eisenhower’s budget scheme. 

Then at the end of June the Senate provided 
some surprise tests for both the Democratic and 
Eisenhower approaches to highway financing. A 
fuel-tax amendment to a major tax bill got an un- 
expected 33 votes—far short of a majority but still 
significant. A Democratic amendment, shifting 
highway-user revenues to the highway trust fund, 
got 32 votes—much less than expected. 


At this point, House Democratic leaders quietly 
put forward a compromise. It involved a one-year 
1¢ tax boost and a shift, one year later, of more 
highway excises from the government’s general 
fund to the road trust fund. 

The move was blocked, however, by the man 
who all along was running Eisenhower’s now-suc- 
cessful budget strategy, budget director Maurice 
Stans. He insisted that Eisenhower stand his 
ground. 

At the same time, the Democratic leaders dis- 
covered they couldn’t even sell the compromise to 
their own side. A majority of ways and means 
committee members were dead-set against any tax 
boost, even a slight one. 

A majority jumped at Rep. Frank Ikard’s (D., 
Tex.) proposal to issue $1-billion in revenue bonds 
and cut back construction outlays sharply. But the 
House public works committee rejected it. 

At this impasse, Congressional leaders stepped 
in and squeezed out a compromise. 


Gulf Politics Hit 


An oil group sees Gulf's 
political plan ‘alarming’ 


POLITICAL ACTION may have more than one cut- 
ting edge. Gulf Oil’s “practical politics” plan is 
a case in point. Independent oil producers see in 
Gulf’s program a cutting edge that could be 
turned on them. 

In a letter to his constituents, Russel B. Brown, 
general counsel of the Independent Petroleum 
Assn. of America, points out that Gulf intends its 
plan to “encompass everything that politically 
affects Gulf.” Says Brown, “It is significant that 
oil imports is the first of only two specific issues 
to which the program refers.” 

The conflict here stems from Gulf’s being a 
major oil importer and IPAA’s wanting to hold oil 
imports to a minimum. 

Brown also attacked Gulf’s plan to keep dossiers 
on Congressmen. “Such a program could invite 
resentment by Congress,” he said. 

The IPAA spokesman said oil industry political 
action is fine in general, but “the program as now 
spelled out by Gulf is alarming.” He had nothing 
to say about Esso’s recently announced program of 
broadening its political efforts. 


Tidewater and Carte Blanche 


TIDEWATER Oil Co.’s 10,000 service stations in 
the U.S. and Hawaii are honoring Carte Blanche all- 
purpose credit cards of Hilton Hotels. In swinging 
to Carte Blanche, Tidewater joins Mobil (including 
Magnolia and General Petroleum), Union and 
Shamrock. Number of stations now honoring the 
Hilton card: 47,200. 


Seaside Oil Adopts New Color Scheme 


Seaside Oil Co., Santa Barbara, Calif., is now 
using a new red, white and blue combination for its 
service stations. It’s a deep, true red and a strong, 
purplish blue. Letters are red, borders blue. Sta- 
tions will be redecorated as they come due for 
repainting. Seaside is a Tidewater subsidiary. 
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Lubrication 


Where's the Lube Market Growing? 


Sales of lube and grease are growing in 23 states despite a drop of 
6% in the United States as a whole since 1956, a new report shows 


CALIFORNIA leads the states in consumption 

of lubricating oils and greases, accounting for 
9.12% of the total market in 1958. Back in 1956 
(the last comparable figure), California ranked 
second to Pennsylvania, now in third place with 
6.70% of the market. 


Texas’ 7.67% brought it up from third to sec- 
ond place. Illinois and Ohio, with 6.52% and 
6.46% respectively, rank fourth and fifth, revers- 
ing their 1956 spots. 

Add New York’s 5.78% and Michigan’s 5.36% 
and you have seven states accounting for slightly 
less than 50% of the total market. 


These figures come from a Census Bureau sur- 
vey of 1958 sales, done for the lubrication com- 
mittee of the American Petroleum Institute. Some 
150 primary producers and large compounders and 
marketers were canvassed, and every effort was 
made to avoid duplicate reporting of sales. The 
1956 figures are a revision of those published last 
year. 
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Other Highlights—Lube oil sales, down 5.6%, 
held up better than grease sales, down 9.4%. Auto- 
motive oils, over half of total oil sales, were off 
6.2%; industrial oils off 8.0%. Lube managers 
blame the drops on the 1958 business recession 
and on the increased mileage between automotive 
crankcase drains. They’re estimating a 5% in- 
crease this year. 

The aviation market showed the only gain, 23%, 
but it amounts to only 1.6% of the total oil and 
grease market. Domestic consumption was 650,- 
646 bbl. of oils, 3,753 bbl. of greases. 

What About Your State?—Total oil and grease 
consumption was up in 23 states. Except for 
North Dakota, these are the same states in which 
oil consumption (excluding greases) was up. They 
are: California, Delaware, Florida, Idaho, Iowa, 
Kansas, Kentucky, Louisiana, Maine, Maryland, 
Minnesota, Missouri, Montana, New Mexico, North 
Carolina, Oregon, South Dakota, Utah, Vermont, 
Virginia, Washington and Wyoming. * 
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COMPACT N Model MACKS 
for modern fuel handling 


New Mack Model N COE’s com- 
bine outstanding reliability —a must 
where home fuel oil deliveries are 
concerned—with every feature 
needed for economy, bonus payloads 
and fast action in and out of con- 
gested areas. 

Here’s a truck specially designed 
to handle your kind of work... to 
give unmatched performance and 
traditional Mack reliability 
throughout its fantastically long 
prime of life. Here’s a truck whose 
styling helps build your business 
prestige wherever it’s seen . . . that’s 
packed with features that make it 
the choice of dollar-conscious fuel 
oil dealers throughout the nation. 


Only the Mack Model N COE’s 
give you all these job-tested fea- 
tures: Choice of Mack engines— 
gasoline, diesel or turbocharged 
diesel—from 150 to 205 hp... 
Mack-built cab with tilt-cab action 
for full engine accessibility .. . truck 
and tractor models...low step 
height for easy entry-exit—flat cab 
floor available on models where both 
right and left side entry is desirable 
... Panoramic, wrap-around wind- 
shields .. . advanced Mack steering 
systems for utmost maneuverability 
. .. air-boosted hydraulic clutch . . . 
choice of Mack transmissions, 
brakes, frames and suspensions .. . 
4- or 6-wheel models with option 


of famous Mack Balanced Bogie. 
For the names of firms that are 
already cashing in on the advanced 
profit-power Mack Model N’s, con- 
tact your Mack branch or distrib- 
utor. Mack Trucks, Inc., Plainfield, 
N. J. In Canada: Mack Trucks of 
Canada, Ltd., Toronto, Ontario. 


7198 


MAC K 


FIRST NAME FOR 


TRUCKS 








Focus on Oil Marketing 


BILLBOARD GROWS A TREE. Aftlan- 
tic’s current poster seems to have 
sprouted a tree. This effect has 
been noticed in a number of places 
where a tree happens to be stand- 
ing behind the sign. This one’s at 
Harrisburg, Pa. 


WORLD’S LARGEST jet refueler, this 
14,500-gal. British Python bottom- 
loaded semi-trailer delivers 1,000 gpm 
through two hydraulic pumps and 
reels, Wheaton fittings and Purolator 
filter. 


" a ‘ 
. : =e a 5 -” 


HUMBLE OlLis planning to build a 44-story skyscraper (see model at left) in Houston, Tex., for its 3,300 home office 
employes now scattered in eight Houston buildings. It’s said the building will be the tallest in the Southwest. 
Note how it'll change Houston’s skyline (right). Scheduled completion: 1961. Cost: $32-million, including a six-story 
garage. (For a report on how Humble is getting ready for a big expansion westward, see page 152.) 
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Automotive 





PREVIEW... 


What Oil Marketers Should a 


THE SMALLER CARS 


In one of the biggest auto trends in years, Detroit's coming 
out with three compact cars to capture a share of this mush- 
rooming market. Added to imports, they'll trim ‘gas’ demand. 


‘GAS’ CONSUMPTION Reports of 25 miles per 


gal. in country driving will be commonplace. 


OIL CHANGE Relatively high recommendations: 
Corvair and Falcon, 4,000 miles; Valiant, 5,000. 


COMPRESSION RATIOS Average 8.5 to 1. 


This is within the octane range of regular-grade fuel. 


196 IS SHAPING UP as the year of big 
changes. Even normally pessimistic 
auto executives are excited. 

That veteran predictor, Ford economist George 
P. Hitchings, has gone on record with a sale fore- 
cast of 6.8-million units, including imports. And 
there are those who think he’s being about 5% 
conservative. 

Such a sales year would be a boost for gasoline 
demand. Cars sold in 1958 hardly exceeded those 
taken off the streets and junked. 

But offsetting this influence is one of the biggest 
trends in the American auto market in years— 
compact economy cars. 

Some industry sources believe two of every 
seven cars sold in the U.S. next year will be 
smaller cars (including imports), with generally 
lower gasoline consumption. Reports of 25 miles 
per gal. in country driving will be commonplace. A 
skilled driver should get 16-18 mpg in the city. 

The net effect of these two major influences re- 
mains to be seen. Gasoline demand is expected to 


By DONALD MacDONALD 
Automotive Editor 


TANK CAPACITIES Range from 11 to 20 gal., 


so cruising potential will vary considerably. 


TIRES Dealers must stock two sizes of 13-in., low- 
profile tires: 6.00x13 and 6.50x13. 


GREASE FITTINGS The usual, with Ford aban- 


doning for now its plan to do away with grease fittings. 


rise again in 1960 as usual, but the big question 
still is, How much? 


The Small Car Newcomers 


Chevrolet’s Corvair, Ford’s Falcon, and Chrys- 
ler’s Valiant—plus the Canadian-made equivalents 
of each—are all new mechanically, but their 
makers have studiously avoided any unusual fuel, 
lubrication or service requirements. 

Obvious exceptions, however, are tires, plugs 
and belts. Dealers must stock two sizes of special 
13-in., low-profile tires, especially for the Corvair 
on which such a tire is critical for proper handling. 

Recommended oil-change intervals are relatively 
high: Corvair, 4,000 miles; Falcon, 4,000, and 
Valiant, 5,000. 

Compression ratios of the three newcomers 
average 8.5 to 1. This is safely within the octane 
range offered by today’s regular-grade fuels. No 
power options whatever will be offered, at least 
by the factories. These engines are all deliberately 
throttled to permit day-long, pedal-on-the-floor 
driving without damage. 

Gasoline tank capacities range from 11 to 20 
gal., so cruising potential will vary considerably. 
Tank openings are normal except for the Corvair, 
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Know About the 1960 Cars’ 


THE BIG CARS 


Total car sales in the U.S. may reach a staggering 7-million 
next year, including imports. Some 5-million of these will be 
so-called ‘big cars,’ with about their usual gasoline thirst. 


COMPRESSION RATIOS Average 9.14 to 1. 


This is essentially the same as in 1959. 


‘GAS’ RECOMMENDATIONS About the same, 


with the cheaper cars emphasizing regular-grade. 


GREASE FITTINGS Even the Thunderbird held 


ECONOMY Though the 1960 cars will be slightly 


bigger, they'll stress economy of operation. 


SIX-CYLINDER ENGINES Soles are booming, 


may top a fourth of the new car market in 1960. 


OIL CHANGE Recommendations are about the 


same, with Chrysler keeping its whopping 5,000 miles. 


off on eliminating fittings. AMC is dropping some. 


which fills through the left-front fender. 

Engines—Each of the smaller-car engines is all 
new from rocker arm cover to oil pan. 

e@ The Corvair, with its horizontally opposed, 
air-cooled, all-aluminum unit mounted in the rear, 
is the most unorthodox. It will thrive best on 
SAE 30 oil the year round, except in extremely 
cold climates where a 5W-20 multiviscosity grade 
is recommended. The Corvair reaches operating 
temperature within two minutes, minimizing sludg- 
ing. 

e@ The Valiant’s overhead-valve six is of 
straightforward design, except in its mounting to 
the car: It tilts about 30 deg. to clear under the 
hood. The oil pan is parallel to the ground, how- 
ever, and like the others will hold nearly as much 
as the 5-6 qt. average of standard-sized cars. 

@ The Falcon’s overhead-valve six is both 
pretty and highly accessible for service. Ford’s 
market research shows that doctors, lawyers, en- 
gineers and other professional and white-collar 
people will be the most likely buyers. 

Service Intervals—In general, the recommended 
intervals for all service operations follow the pat- 
terns set by the bigger cars in each family. 

All three feature a manual transmission as 
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standard, with a simplified automatic as an extra- 
cost option. No overdrive. Makers expect most 
cars coming off the assembly line to have manual 
gearshift. Type-A fluid is specified. The Falcon 
continues Ford’s relatively new policy of not 
draining rear axle lube. 


Equipment—Station attendants won’t need an 
extension on their arm to clean the new wind- 
shields. They’re just barely wrapped over and 
around. Tire pressures are critical on the Corvair. 
The cold recommendation will be around 15 psi 
front, 26 rear. Material variation from these figures 
will cause the car to handle badly. 


Hoists—Makers of widely used hoists have al- 
ready worked out with car manufacturers any prob- 
lems arising from unitized body construction, 
which is coming out in 1960 on all three small 
cars plus the standard Chrysler line. They’ve also 
worked out necessary modifications, if any, for the 
slightly decreased treads and the 108-in. wheel- 
bases. Special adapters may be necessary to lift 
these vehicles safely. 

Grease Fittings—Ford has abandoned tempo- 
rarily its plan to eliminate grease fittings on the 
Falcon (NPN—Jan. p95). This reflects Detroit’s 
general slowdown in a contemplated switch to 





Automotive 


‘‘Five out of six cars produced by the Big Three 
next year will most likely be standard size.” 


(Begins on page 114) 

lubrication-less bearings on some models. 
Coolants—The air-cooled Corvair, of course, 

won't help antifreeze sales. Neither will the lower 

coolant capacity of the other two small cars. 


Big Cars: Dominant by Far 

With all this talk about small cars, it’s easy to 
lose sight of the big picture: namely, that five out 
of six cars produced by the Big Three companies 
next year will most likely be standard size. So- 
called “big cars” will still dominate the American 
market. They’ve even grown bigger, though not by 
the leaps and bounds of past years. 

Each of the Big Three has poured additional 
hundreds of millions of dollars into the radical 
styling and structural changes of the big cars. The 
independents are adding extra body styles to their 
fast-selling lines, and American Motors in par- 
ticular has come up with a facelift more drastic 
than usual. 

Compression Ratios—Averaging 9.14 to 1, com- 
pression ratios have actually dropped slightly from 
1959, though not significantly considering neces- 
sary tolerances allowed in production. The mix of 
available optional engines has decreased, mostly at 
the expense of the big, gas-consuming V-8’s for- 
merly offered at extra cost by the low-price three. 

The manufacturers that stuck with their six- 
cylinder options during the horsepower race are 
thankful. Market penetration of this economy con- 
figuration climbed dramatically in 1959, and is 
expected to increase in popularity even more. 

Enter the Dart—Into this area falls the only 
really new engine to be offered by a standard-sized 
car for 1960. It’s a slightly bored-out version of 
the inclined Valiant six for economy-minded buyers, 
and will be available on both the Plymouth and 
Dodge’s new 118-in.-wheelbase Dart. An all new 
but simplified three-speed automatic transmission 
will be available at extra cost. 

Dodge’s Dart represents a daring effort by this 
medium-price-field manufacturer to recapture vol- 
ume lost to accessory-laden, low-price cars. Dodge 
dealers have been required to give up their Ply- 
mouth franchises because the Dart will be com- 
petitive in price, model for model. The Dart’s 
styling is distinctive from both Dodge’s and 
Plymouth’s. 

Chrysler—The new Chrysler Corp. unitized 
bodies are structurally interchangeable on all 
Chrysler makes but the Imperial, which continues 
last year’s basic shell and frame. In the new de- 
sign, a stub frame is used to carry the torsion bar 
front suspension. From the front seat to the rear, 
there’s no frame. These cars may require special 
lift adapters. Also, unless the rear axles are loaded, 


it’s impossible to check axle lube level properly. 

Chrysler Corp. is continuing its two basic V-8 
engines. When the smaller one is equipped with 
optional four-barrel carburetor and has a higher 
compression ratio, it requires premium-grade fuel. 

Toward the end of 1959 a power-pack, featur- 
ing ram-air induction, will be offered. This im- 
proves passing range acceleration and will require 
two air cleaners. Recommended oil-change interval 
stays at 5,000 miles, leaving Chrysler as the com- 
pany with the longest drain period. The optional 
air assist on the rear springs has been dropped 
for lack of buyers. 

General Motors—-GM has kept the same cowl 
and roof structure for 1960. This manufacturing 
convenience creates the unusual situation where 
Chevrolet and Cadillac windshields are inter- 
changeable. Few mechanical changes. 

Engines remain fundamentally the same. Chev- 
rolet is the only maker continuing fuel injection. 
The Hydramatic transmission has been completely 
redesigned to a more compact form; refill capacity 
is about nine gt. A few GM makes have quietly 
dropped air suspension. Buick has abandoned its 
triple-turbine Dynaflow, again for lack of buyers. 

Ford Motor Co.—Ford has completely restyled 
its Ford, Edsel and Mercury lines without making 
too many chassis or engine changes. One inter- 
mediate size of V-8 has been dropped. The 
cheaper cars are again emphasizing the economy 
advantages in being able to operate on regular- 
grade gasoline. 

Ford and Edsel, which share a common wheel- 
base and body shell, have paid much attention to 
service convenience. Thin front fender peaks per- 
mit easy underhood access. The Ford hood now 
opens from the front again. There’s a new brake- 
fluid reservoir, an opening the size of an instant- 
coffee jar. 

Fuel and lube recommendations and capacities 
remain unchanged throughout the line, with 4,000 
mile oil-change and no rear axle drain. 

Grease Fittings—The project of eliminating 
grease fittings has been held off even on the Thun- 
derbird. Each Ford make continues with its usual 
number of fittings. The company isn’t yet con- 
vinced that “Teflon” bearings will stand up. 

American Motors, however, has made a partial 
switch to lube-free chassis bearings. V-8 models 
are now down to five grease fittings, and six- 
cylinder cars has six. The Rambler still has to be 
lifted for routine service. 


American Motors—AMC retains its basic unit- 
ized body shell, despite rather drastic exterior 
changes. A 108-in.-wheelbase, four-door sedan will 
be added to the American line, but there are no 
service changes. This is true of the Studebaker, 
practically unchanged. s 
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Brief But Significant 


Texas attacks credit card abuse ... More credit card 
holders needed . . . Oil truck tonnage rises 


>The Texas legislature has passed a 
bill making it a misdemeanor to use 
expired or revoked credit cards. First 
offenders could be fined $5 to $50. 
Repeat offenders could be fined up to 
$1,000 and jailed up to two years. 
SIGNIFICANCE: This bill is aimed pri- 


marily at preventing abuse of oil com- 
pany credit cards. 


mA new survey reports 54% of all 
car owners have a gasoline company 
credit card and that 81% of them 
usually use it. Of those who don’t 


Major Oil Company Profits Soar 


have a card, 14% would like to have 
one. The report, based on 1,793 re- 
plies, comes from American Home 
Magazine’s reader-consumer panel. 


SIGNIFICANCE: Despite the boom of 
recent years, oil companies still have 
a lot of potential credit card holders 
to reach. 


The Federal Power Commission has 
authorized Southern Natural Gas to 
build $52-mililon of pipeline facilities, 
and South Georgia Natural Gas to 
build 103 miles of lateral lines. The 


capacity of Southern’s pipeline system 
will be increased to 1,365,000 Mcf/d. 


SIGNIFICANCE: This enables South 
Georgia Natural Gas, which gets all 
its natural gas from Southern, to begin 
shipments for resale to six Georgia 
communities and to three industrial 
consumers in the Savannah, Ga., and 
Aiken, S.C., areas. 


Intercity truck tonnage of liquid pe- 
troleum products during the first quar- 
ter of 1959 was 8.6% above that of a 
year ago according to the American 
Trucking Assn. 


SIGNIFICANCE: In most areas, carriers 
will have a better year than last when 
the full-year average was +4%. 


IL COMPANIES rang up extraordinary net profits 
O in the first half of 1959. Several companies 
reported the best first-half profits in their histories. 

Almost all companies sold more gallons than 
they had in any previous six-month period. Many 
reported record dollar sales for any half year. 

Tidewater improved most. Compared with a 
loss of $1,218,000 for the first six months last 
year, Tidewater netted $17,100,000 in 1959s first 
half. The only company reporting a decrease in 
profits from last year was Union—minus 6%. 

The average increase of 18 major oil companies 
(excluding Tidewater and Union) was 33.9%. 

Four companies improved their profits more 
than 50% from a year earlier: Atlantic (113.9%), 
Sun (90.1%), Humble (55.6%), and Indiana 
Standard (50.4%). 

What’s Behind It?—The greater-than-expected 
demand for oil products accounted for a major 
part of oil’s improved profits. Domestic demand 
rose a little more than 6% from the first six 
months of 1958. 

Strangely, domestic operations turned in the 
big profits. Some of the international companies 
attribute their improvement to domestic operations 
almost entirely. Almost always previously it’s been 
the other way around. 

Most of the increased demand in the first half 


was for fuel oil and gasoline. Cold weather pushed 
fuel oil sales up; the absence of severe snowstorms 
helped push gasoline sales up. 

Another factor in oil’s improved profits was 
better operating efficiency. In last year’s recession, 
some of the fat had been trimmed. As oil sales 
climbed in the general upturn of business activity, 
oil companies found themselves doing more with 
less. 

What About the Last Half?—Barring a sig- 
nificant deterioration in prices, oil companies ex- 
pected a second-half continuation of the splendid 
first-half profits. 

How gasoline prices hold up figured promi- 
nently in last-half appraisals. 

If gasoline prices continue to strengthen, says 
Sinclair chairman P. C. Spencer, “it is reasonable 
to expect the remainder of 1959 should continue 
to show improvement over the results obtained 
in 1958.” 

“The restraint and sound judgment of the na- 
tion’s refiners in tempering their output to the 
demands of the market” is the crucial factor in 
last-half profits, said Indiana Standard. 

Generally, the outlook is for slightly lower 
profits for the remainder of the year. Demand for 
oil products is expected to end up this year around 
5% above 1958’s second-half demand. 


Net Profits of Major Oil Companies—First Half 1959 


Net Profits 
(000 dollars) 


Tidewater $17,100 
Atlantic 16,400 
Sun 21,974 
Humble 88,994 
Standard (Ind.) 78,851 
Phillips 53,209 
Continental 29,160 
Shell 69,187 
Standard (N. J.) 315,000 
Pure 13,148 


% Change 


Company 1959-1958 


et 
23 
=o 


Se ' 


ao 
NoOaSDOAD 


+tt++++ 
Buns 


* Compares with loss of $1,218,000 for corresponding 1958 period. 


Net Profits 
Company (000 dollars) 


Ohio Oil 18,556 
Socony Mobil 77,100 
Gulf 141,814 
Sinclair 27,032 
Texaco 162,723 
Standard (Ohio) 13,289 
Standard (Ky.) 6,743 
Cities Service ' 18,904 
Standard (Calif.) 118,153 
Union (Calif.) 10,772 


% Change 
1959-1958 
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THE LIGHTER SIDE 














‘*| GIVE UP—WHERE IS IT?" 


THE BRIGHTER SIDE... 


Finding the gas tank is easy—once you know where to: ASHLAND OIL & 
look. Selecting the right supplier for your independent : REFINING COMPANY 
marketing operation is easy too—once you get the facts: 

about Ashland Oil & Refining Company. : Home Office: Ashland, Kentucky 


As the nation’s largest independent supplier of petroleum: + —_— ALTON, ILL, 528 Henry Street—BUFFALO, W.Y., 800 
products, Ashland Oil understands and respects your in- ; _Etlicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
dependence. Here are some of the benefits you get from 2 — —cincinnati, 0,, 1402 Federal Reserve Bank Bldg. — 
a working agreement with us. . CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 


© You get to do your job without interference. Sa aE er EN ae 
@ You get effective merchandising plans and selling tools. ; 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
© You get products of the highest quality . . . developed ; 0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
and test-proved by Ashland’s outstanding technical : 1202S. Third Street -NASHVILLE, TENN., 5E. Main Street 
and engineering staff. ‘ —PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bldg. 
For complete information on how Ashland’s sales pro- : 


gram for independent marketers can benefit you... write, 
wire or phone us today! 





Yhe independent Supplier Gor independents 








PRODUCTS 





(To obtain more data on advertised products see page 176) NATIONAL PETROLEUM NEWS °* September, 1959 





sci What's HOT in Oil Heat 


REPORT 


What's HOT 
In Oil Heat 


This Season 


ITH ANOTHER HEATING SEASON about to begin, there’s 

an air of optimism among fuel oil distributors. They see 
good signs. An oil heat unity drive is on, jobbers are getting more 
help than ever before from majors, new research for a_ better 
burner is pushing ahead, burner sales are up, supply is plentiful, 
margins are rising some. 


Many jobbers are beginning to get tough with their natural gas 
competitors. They’re helping themselves become better business- 
men and better sellers of oil heat. 


This special report will fill you in on where the industry stands 
now. And it’s full of hot, new money-making ideas—proof that 
oil heat has plenty left in its bag of tricks. 


IN THIS SECTION 


How oil burners are selling 

How heating oil is selling 

What's happened to margins? 

How fast-fills are clicking 

Now they call it ‘distillate’ 

Forecasting: How to beat winter 

Selling builders on oil heat 

Checklist: Are you ready for Winter?. .127 
How to swing gas leads to oil 

Premium billing: Key to better profits .131 
Oil burners at no extra cost 

How drivers can get unlost 
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SPECIAL 
REPORT: 


What’s HOT in Oil Heat 





How Oil Burners Are Selling 





Thousands 
80 


40 





30 





Sept. Oct. March 





April 


Oil Burner Shipments 


(Commerce Dept.* ) 


Units 
74,61) 
79,000 
51,765 
40,695 
47,406 
44,656 
43,765 
43,500 

425,398 


Units 
72,544 
70,900 
44,613 
29,276 
40,193 
33,984 
30,695 
33,073 

355,387 


March 
April 
Totals 











* Differences between these two sets of figures are explained this way at OHI: OHI counts only those burners in central heat- 


ing units that use No. 2 


equipment manufacturers. 


oil and only those burners sold separately to other than equipment (boiler and furnace) manufacturers. 
Commerce Dept. figures cover all types of burners using all grades 


of domestic fuel, and include burners sold separately to 





Thousands 


75 








March April 





May 


form :tigat-ts 


Shipments (OHI*) 


Units 
68,563 
65,247 
46,988 
38,393 
37,624 
31,535 
35,557 
37,844 
43,002 

404,813 


Units 
66,544 
65,584 
45,478 
27,052 
36,827 
32,740 
30,884 
30,511 
37,637 

373,257 


Change 
+ 3.03% 
51% 
+ 3.32% 
+419 % 
+ 2.16% 
— 3.68% 
+15.13% 
+24.03% 
+14.25% 
+ 8.45% 


Jan. '59 
Feb, 
March 
April 
May 
Totals 











Oil heat's health has improved. Commerce Dept. and OHI surveys 
agree that burner sales are up. It could be the best year since '56 


IL BURNER shipments are running about 10% 
O ahead of last year. If the rate holds up, some- 
thing like 592,200 oil units should be shipped this 
year to make 1959 oil heat’s best year since 1956. 

Here’s what’s been happening: 
e@ Burner shipments are up 19.7% between 
September 1958 and April 1959 over the same 


period a year earlier, according to the Commerce 
Dept.’s Survey of Current Business. 

e Burner shipments are up 8.45% between 
September 1958 and May 1959 over the same 
period a year earlier, according to figures from 
Oil-Heat Institute of America. 


Although the Commerce Dept. and OHI differ 
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in their approach to shipment figures, they agree 
in trend: burner shipment figures are up from the 
lows of pre-September 1958. 


Why the Increase? 


OHI has a simple explanation for the boost in 
burner shipments: better economic climate through- 
out the country. 


A year ago recession was the big talk. Housing 
starts had slumped, unemployment was up, and 
people with jobs were holding onto their money 
just in case conditions got worse. 

Today the picture is changed. Housing starts 
are up, unemployment is down, and people are 
spending their incomes. 

No doubt some money is going into oil heat. But 
just how much of this money is going for new- 
home installations, for oil heat conversions from 
other fuels, or for modernizing present oil-heat 
plants, won’t be known until after year’s end when 
reports of other fuels can be tabulated. 

This much, however, is clear: The economic 
climate for oil heat has improved. 

A lot of the improvement is due to increased 
efforts by majors and independent suppliers in 
National Fuel Oil Council to shoulder more of the 
financial load in local oil-heat promotion cam- 
paigns. 

Jobbers. and distributors no longer feel they’re 
alone on the firing line. They’re hopeful that API’s 
research project will pay off. 

Local oil heat promotion programs are on a 
sounder financial footing as a result of the dollar- 
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for-dollar matching plan of NFOC. With more 
money to spend, local groups can maintain better 
advertising schedules to keep the oil-heat messages 
before the public. With better support from sup- 
pliers, local programs are attracting jobbers who 
viewed earlier efforts from the sidelines. Boston’s 
Better Home Heat Council, for example, reports 
131 new jobbers and retailers support its program 
because of increased supplier backing. 


Individual jobbers themselves are responsible 
for the improved oil-heat picture. Many are using 
sharper tools to put their oil burners in the base- 
ments of more homes. (For a close look at some 
of the sharpest, see case histories beginning on 
page 126). 


How’s Gas Heat Doing? 

The increase in oil burner shipments has not 
been made at the expense gas. Gas shipments are 
running 32% ahead of last year, based on Gas Ap- 
pliance Manufacturers Assn.’s figures for the first 
four months of 1959. Going back to September 
1958, GAMA shipment figures look like this, com- 
pared with year-earlier figures: 


Month Units Month Units Gain 

Sept.58 165,000 Sept.’57 137,700 20.5% 
Oct. 146,900 Oct. 122,600 19.8% 
Nov. 104,800 Nov. 83,800 25.1% 
Dec. 76,800 Dec. 50,900 50.9% 
Jan.’°59 75,900 Jan. 58 60,700 25.0% 
Feb. 73,500 Feb. 56,800 29.4% 
March 84,600 March 62,900 34.5% 
April 88,800 April 64,100 38.5% 
Totals 816,300 639,500 27.6% 


How Heating Oil Is Selling 


There's double good news for heating oil marketers. Sales were 
up a healthy 10.8% in 1958, and oil beat gas in rate of growth 


S ALES of light heating oils (No. 1, 2, 3, 4) reach- 
ed 399-million bbl. in 1958, according to the 
Bureau of Mines. That’s a 10.8% increase, a 
spectacular gain compared with 0.1% in 1957. 

Earlier this year, oil men were predicting a 
3%-4% increase for 1959. There’s good news, 
too, in oil burner shipments, ahead of last year 
(see story left), and in degree days, ahead of last 
year in most areas. (Each degree days means the 
sale of 75,000 bbl. of No. 2 oil.) 

It means, too, that heating oil beat natural 
gas in rate of growth. The American Gas Assn. 
reports gas sales for residential heating were up 
7.2% in 1958 and are expected to rise another 
7.5% this year. 

Since 1950, light heating oil sales have in- 
creased 81%, natural gas sales 130%. 

Heating oil sales have increased steadily, but the 
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amount of increase varied widely—from 1957's 
0.1% low (burner shipments fell sharply and de- 
gree days were off 5%) to 1954’s 14% high (the 
number of domestic oil burners in use was up 9%, 
degree days up 8.6%). 


Except for the West Coast (dist. 5), there’s been 
little change in market position since 1950: 


% change % oftotal % of total 
PAD District 1950-58 1958 sales 1950 sales 
Dist. +91.7% 62. 7% 59.1% 
Dist. -+88.9 30.1 28.8 
Dist. : +94.0 1.1 1.1 
Dist. +44.0 1.1 1.4 
Dist. § — 8.0 5.0 9.6 


New York, Massachusetts, New Jersey, Penn- 
sylvania and Illinois (in order of sales) have 
46.8% of the total market, 1.7% less than in 
1950. 
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% Change 
1948-1959 
Fuel Oil 


% Change 
1948-1959 
Gasoline* 


+ 67% N.A. 
+ 68% to +45% + 25% 
N.A. —30% 
+ 66% + 55% 
—-4% to —8% — 27% 
4.05-5.9 0 ee Ry Ae ie Ar ae + 26% 
+ 54% +19% 
+ 76% —24% 
+ 76% + 55% 
+125% to +71°% BSEVA 
A ee ee a + 2% 
se 2 —48% 


Jan, 1 Jan. 1 Jan. 1 Jan. 1 
1950 1953 1957 1958 


Albany, N.Y. ..... 2.7¢ 2.95¢ 3.6¢ 3.9¢ 
Baltimore, Md. .... 2.8 3.45 3.8 4.0 
Boston, Mass. ..... a4 3.45 4.1 N.A. 
Burlington, Vt. .... : 2.6 2.75 3.1 3.5 
Charleston, S.C. .. 2.6 a2 3.2 2.7-3.2 
Chicago, Ill. ,..... 3-3.75 3.43-3.9 4.25-4.5 4.1-4.45 
Detroit, Mich. ..... 2.65-2.9 3.4-3.65 3.5-3.65 4.55 
Hartford, Conn. ... 5; 2.7 2.25 3.65 3.75 
New York, N.Y. .... 3.4-3.9 3.45 4.1 4.1-4.6 
Norfolk, Va 2.2-2.4 2.5 3.4 3.1-3.6 
Philadelphia, Pa, ... 1.7-2. 2.9 a.42 ao 3.3-3.8 
Portland, Me...... f 3.0 a5 3.9 4.6 


Toledo, Ohio A. x 4 
N.A. Not ovailable 
of discounts, and reflect trends rather thon actual prices. 


+1950 to 1959. Earlier figures are not available. 





2.8-2.9 3.45-4.15 2.55-3.5 


Note: These margins are based on the difference between posted tank car prices ond posted tank wagon prices exclusive 


* Indicated dealer margin based on NPN's compilation of gasoline prices in 55 cities. 


4.0-5.35 Ga Ae NLA. 








Here are official figures in 13 important markets. They show . 


What's Happened to Margins 


Mus for No. 2 heating oil have been rising 
steadily though not spectacularly in the past 
dozen years, out-pacing the growth of gasoline 
margins during the same period. 

No. 2 margins averaged a 1.93¢ (84%) in- 
crease, from 2.31¢ in 1948 to 4.24¢ in 1959. 
Gasoline margins didn’t fare so well. They av- 
eraged a 3% gain, from 5.2¢ in 1948 to 5.3¢ in 
1959. In five cities the dealers margins were below 
those of 1948. 

A major oil company fuel oil manager attributes 
the difference in gain to a steadier market in heat- 
ing oil. Fuel oil distributors don’t always drop 
prices with tank wagon fluctuations and, in some 
areas, keep 0.1¢ to 0.2¢ above the posted price. 
They can do it because they aren’t faced with the 
strong pressures and price wars gasoline jobbers 
are, and fuel oil customers aren’t continually buy- 
ing small quantities where prices are listed. 

But that doesn’t mean fuel oil jobbers are happy. 
For many, the 1.93¢ margin increase hasn’t been 
enough to keep up with rising operating costs. 

Margin changes have varied widely in different 
areas, some consistently plus and some minus. 
In Philadelphia, changes :anged from plus 171% 
to plus 77%; in Charleston, from minus 4% 
to minus 8%. Such differences stem from com- 


petition by natural gas and other suppliers and 
distributors, and from other factors. 

Margin Spread — This year, at the middle of 
the heating season (Jan. 1), the margin spread for 
No. 2 was 5.9¢ to 2.2¢, Chicago’s high and 
Charleston’s low. Back in 1948, the spread was 
3.15¢ to 1.55¢, Detroit high, Boston low. 

Looking at it another way, in 1959 half the 
cities checked had margins of more than 4.125¢ 
while the other half — cities where natural gas 
competition is rough — had lower margins. Back 
in 1948, the middle point was 2.4¢. 

Checking the Figures — The table above, based 
on the difference between posted tank car and 
tank wagon prices, was developed to show margin 
trends rather than actual prices. It goes back to 
1948, after a major price hike. 

Official postings are available on a consistent 
and continuous basis for these 13 important mar- 
kets whereas actual prices are not. Information on 
discounts is often unavailable or unrealistic. At the 
same time, distributors’ prices are sometimes diffi- 
cult to ascertain because of service tie-ins or prices 
above the posted tank wagon. 

The gasoline margins are indicated dealer mar- 
gins based on NPN’s compilation of tank wagon 
and service station prices in 55 cities (see p 199). 
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How Fast-Fills Are Clicking 


This new type of quick-couple, tight-fill connection is speeding up 
heating oil deliveries in the East, spreading to the Midwest 


U" TO NOW users of the 
new quick coupling de- 
vices for fuel oil deliveries 
have been concentrated in 
Eastern metropolitan centers, 
chiefly New York and Phila- 
delphia. Recently Midwestern 
fuel oil men have also be- 
come interested, and manu- 
facturers say fast-fills will soon 
appear there in_ greater 
numbers. 

Moreover, major oil com- 
panies, once somewhat indif- 
ferent, are moving to adopt 
ihe new equipment. “A few years ago they 
wouldn't talk to us,” says Frank Scully Jr., Scully 
Signal Co. “But now they’re more receptive. Like 
others in the heating oil business, they’ve con- 
cluded they can’t afford delivery rates of no more 
than 30-40 gpm.” 

Majors that have installed fast-fills include Gulf, 
Atlantic, Cities Service, Esso and Mobil in the 
East, and Standard of Ohio in the Midwest. Esso, 
one of the early users, has fast-fills in all direct 
marketing areas, and also urges its jobbers to 
use them. 


Scully Signal Co., 
Melrose, Mass. 


How Jobbers Are Converting 


Tom O. Johnson of Oakley & Oldfield, another 
fast-fill manufacturer, believes Eastern distributors 
were first to convert because that’s where selling 
effort has been concentrated. “By next year, 
though, you’re going to see an overhauling of 
delivery methods by many Midwestern fuel oil 
men and by Canadians, too.” 

None of the manufacturers is giving much 
thought to the ultimate size of the fast-fill market. 
For one thing, there’s no exact figure on the total 
number of fuel oil tanks installed. 

While in theory every tank’s a prospect, it’s 
likely that smaller fuel oil jobbers will be less 
concerned with saving minutes of delivery time. 
It isn’t so easy for the small operator to turn those 
minutes into dollars by hiring fewer drivers, or 
paying less overtime, or reducing the number of 
trucks. 

Right now manufacturers aren’t concerned about 
the small jobbers. While no one wants to say how 
many fast-fills he’s sold, each feels he’s penetrated 
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Oakley & Oldfield 
Kalamazoo, Mich. 


Time Saving Fills 
York, Pa. 


Plastic Appliances 
Philadelphia, Pa. 


only a small percentage of the market. It’s slow 
work because every sale involves a discussion of 
the whole fuel oil delivery problem. 

The fast-fill unit itself consists simply of a quick- 
connecting, tight-fill coupling device on the tank, 
and a mating half on the nozzle. 

The resulting speedier hookup and breakaway 
knocks minutes off each delivery, but that’s only 
the beginning. With any tight-fill connection you 
can raise pumping speeds. That’s one of the most 
important advantages of fast-fill equipment. 

This is why an inevitable preliminary to any 
fast-fill conversion is an exploration of all the prob- 
lems. It gets into questions of what truck equip- 
ment modifications may be advisable, what pre- 
cautions to take, perhaps even how to reorganize 
the delivery methods. 

The fast-fill salesman finds himself cast in the 
role of advisor on many matters. For example, 
one manufacturer, in talking about the effect of 
a tight connection in reducing spills, got into the 
subject of gas competition. He pointed out that 
gas salesmen in one city carry around photo- 
graphs of fronts of buildings stained by spills; and 
often use spill damage to lawns as an opening 
wedge in calling on home owners. 

Lots of fuel oil executives and proprietors have 
long ignored the mechanics of their delivery meth- 
ods. Some haven't personally witnessed a delivery 
being made for as far back as 25 years. Con- 
sequently they need to be briefed on minor details. 


What to Watch Out for 
Tank vents have to be working freely, Scully 





points out. “We tell every prospective user of our 
Unifil equipment to allow for the cost of replacing 
bad vent caps and installing whistling signals where 
needed.” 

Often pumps can be speeded up by spending 
$200 or $300 for alterations in truck piping. Us- 
ually larger hose and slow-closing nozzles will be 
needed to get the full benefit of fast-fill equipment. 

Typical Midwestern distributors may have to do 
more changing than those in the East, observes 
Carl Workinger of Time Saving Fills. Their aver- 
age maximum delivery rate is now no more than 
45 gpm. East Coast distributors, on the other 
hand, have been doing something to cut costs even 
without fast-fills. They’ve been improving truck 
equipment generally and have taken a number of 
steps to save driver time. 

And for many distributors, speed-up methods 
won't produce significant dollar savings without 
new record systems, adds T. C. Smith Jr. of 
Plastic Appliances. “We tell them to convert their 


trucks one at a time. Then they can finance nev. 
office equipment out of savings.” 


Where You Save 


Fuel oil men who’ve put in fast-fill units usually 
have made them pay. Some have figures showing 
reductions in delivery expense ranging from 18% 
to 45%. More often they spell out specific sav- 
ings: one distributor reduced his truck fleet from 
eight to seven trucks, another got by with three 
trucks instead of buying a fourth to cope with 
expanded volume. 

Others have been able to get rid of a standby 
truck or show a saving at least on insurance and 
license expense. Most common are reports of a 
reduction in the number of truck drivers needed, 
or a reduction in overtime pay. Because of tangible 
savings like these, one manufacturer predicts that 
fast-fills eventually. will be adopted by all the 
larger heating oil distributors. 


Now They Call It ‘Distillate’ 


A number of Midwest jobbers have made the switch to ‘distillate.’ 
More are planning to soon. Here's why they're doing it .. . and how 


Gon 40 PHILLIPS JOBBERS in the Upper 
. Midwest are now using “distillate” instead 
of “fuel oil” or “oil heat” in their advertising and 
sales promotion. Another 30 in Indiana plan to 
change soon, and interest is running high through- 
out the area. 


This particular distillate campaign is limited to 
Phillips jobbers because it’s tied in with an addi- 
tive available only to them. But other jobbers are 
showing interest, too. 

How It Started — First suggested by Adam 
Rumoshosky, API marketing division director, at 
a jobber convention, the campaign was started 
and spearheaded by Myles Hall, Phillips jobber in 
Duluth, who wanted a “new approach.” 

A little do-it-yourself research, conducted in- 
formally and separately by Hall and Rumoshosky, 
convinced them that home owners tend to think of 
oil as dark, heavy, smelly and sticky, like crude 
oil or residual oil. Customers indicated a preference 
for the pitch “Heat With Distillate —-The Modern 
Liquid Fuel” over “Heat With Oil,” even though 
they didn’t always know what “distillate” meant. 
They associated the word with the purity of dis- 
tilled water or liquor. 

The tests convinced Hall he should change to 
“distillate.” 

A lot of jobbers don’t agree with him. They’d 
like a “new approach,” too, but think distillate 
is an unattractive, technical word. They’d like to 
find an alternative. 


The new campaign plugs blue and amber distillates as 
new fuels for home heating. Additive contains proper dyes 


Although several OHI groups have talked about 
using the word “distillate,” none has done it yet, 
and the distillate campaign is still confined to 
Phillips jobbers. 

The active push in the Midwest is coming from 
Hall’s advertising agency (I.F.I. in Duluth) and 
the additive supplier (Norman Chemical Co., St. 
Paul). The agency says it expects at least 100 more 
Phillips jobbers to start the distillate promotion 
this season. 


Phillips Petroleum Co. is keeping hands off, 


because it doesn’t grant ad allowances on jobbers’ 
heating oil promotion. 
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Hall’s Campaign — Since January, Como Oil 
Co. has been advertising distillate as a new fuel 
that burns cleaner through use of Pet-re-nol, an 
additive (see picture). 

Color is a key factor in the promotion: It’s 
“Amber Distillate” (No. 2) and “Blue Distillate” 
(No. 1). With eye-catching, attractive colors, Hall 
hopes to change customers’ ideas that fuel oil is 
black and dirty. 

Hall opened the program in February with a 
one-month, $5,000 saturation campaign including 
newspaper ads (color and black-and-white), radio 
and TV spots, billboards, direct mail, truck post- 
ers, banners, news releases to local papers and even 
lapel pins for sales and office personnel. 

He’s “very satisfied” with the results and plans 
another saturation campaign this month. 


Beating Winter 


ORE MAJORS may follow Shell’s move to take 
much of the mystery out of an upcoming 
season. 

The tool: long-range weather forecasts (LRWF). 
With accurate LRWF, they can learn in April 
almost to the gallon how much No. 2 oil to refine, 
transport and store to supply their share of any 
heating market the next season. 

LRWF adds up to economical operation down 
the line. It’s better than either the by-guess-by- 
gosh method some majors say they use or than 
the more common way of keying demand to a 
normal winter, then hoping for the best. 

LRWFE isn’t new to oil. Majors have used it on 
and off for 10 years. Early LRWF, they say, 
missed the mark by a wide margin. 

Of about 20 LRWF outfits, one of the best 
known is Irving P. Krick Associates, Denver. 
Krick says a Univac is used now, eliminating much 
human error. 

Shell thinks he’s improved, now wants him to 
prove his consistency. Shell based its No. 2 oil 
demand on his LRWF last year and is doing so 
again this year. Krick gives Shell LRWF for 18 
markets, broken down by degree-day totals, build- 
up, and extreme variations from normal. This 
points up the date and duration of cold spells. 

Result: Dean Hodges, Shell’s vice president of 
transportation-supply, says Krick came within .5 
of 1% of actual degree days in the East, within 
1.1% of actual for the Midwest. 

Krick is now trying to sell LRWF to Mobil, 
Sinclair, Gulf, Cities Service, Texaco and Esso. 

LRWF can be a new oil-heat sales tool. It can 
be used by jobbers to come up with a guaranteed 
annual oil-heat bill. LRWF data would cost them 
about $1,000 per season per market. 
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Case Histories: 


Hot New Ideas 


cy HEAT is fighting the hardest compet- 
itive battle in its history. Only in 
recent years has it got down in earnest 
to the job of meeting natural gas head 
on. The result: new ideas to sharpen its 
competitive edge, and new operating ef- 
ficiencies to get it in fighting condition. 
Here are some standouts this season. 
They’re from the East, but applicable al- 
most anywhere. 


How jobbers are breaking gas 
heat’s stranglehold on new homes, p126 


This jobber handles gas burners 
and swings prospects to oil heat, p129 


Premium billing earns Reliable an 
extra $1,500 per million gal. pi31 


..- And in five years earned Nas- 
sau Oil $38,000 extra profits pi3i 


Loizeaux sells accounts new burn- 
ers without raising their bills p132 


. . . And provides drivers with a 
fast system for finding accounts .._p134 
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In a Lovely Cape Cod Model Home 
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Oilmen help builders advertise if new homes have oil heat. 


Other assistance includes tract signs with oil heat tie-in. 


Selling Builders on Oil Heat 


Who says you can't break gas heat's stranglehold on new homes? 
A group of Upstate New York oilmen are doing it. Here's how 


IL BURNER INSTALLATIONS in new homes in 

Rochester, N. Y.—practically nil in recent 
years—have jumped about 10% of the 3,000-plus 
new homes going up there this year. Reason: oil- 
men have switched the sales pitch of local oil-heat 
promotion. 

“We no longer try to sell oil heat by itself,” 
says Frank W. Cady, managing director of Oil- 
Heat Institute of Rochester, the local oil-heat trade 
group and the local oil-heat promotion agency. 
“Instead we’re selling new homes that happen to 
have oil burners in the cellar.” 

But why zero in on new homes? This is pre- 
sumed the toughest market for oil heat to crack? 
The reason is it was the only way local jobbers 
could show some gallonage growth. They could 
raid each other’s accounts, but gallonage would 
merely shift, not grow. They couldn’t get coal 
conversions because that market was exhausted. 
So they rolled up their sleeves and went after new 
homes. 


What Oilmen Offer Builders 


It’s no accident that the new homes oilmen are 
advertising “happen” to have oil burners in the 
basement. It’s the result of a Cady-inspired idea 


By CORNELIUS BRODERSEN 
Fuel Oil Editor 


that OHI jobber-distributor members have en- 
dorsed, put into operation, and are supporting. 

“We call it our builder profit motivation plan,” 
Cady explains, “becaues we can make it less costly 
for a builder to sell his oil-heated homes.” 

The Package—Under Rochester OHI’s plan, 
oilmen say they can slice a builder’s selling cost 
by (1) helping him advertise, (2) heating homes 
until they’re sold, (3) giving sales assistance at 
the model home, and (4) putting up money for 
tract signs. 

e Advertising assistance. OHI’s 50-50 ad deal 
is based on a limit of 2,400 lines—a full page— 
any way the builder wants to use it. This support, 
saving the builder about $350 per ad page, is 
limited to one model home on each tract the 
builder is developing. To get the deal, the builder 
agrees to use the OHI insignia and give some ad 
space to plug oil heat. 

Ads generally carry a picture of the model home, 
describe some of its features, and then state that 
the builder “has selected modern oil heat for 
comfort, economy and safety,” or some similar 
oil-heat message. 

OHI has complete authority over the ad. OHI 
uses its agency to lay out ads with a professional 
touch, with the builder’s approval; pays all com- 
missions, production costs and lineage rates. Then 
it bills the builder for his share of the lineage 
costs. “In that way,” says Cady, “we feel the 
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Oil salesmen help at model home, plug modern oil burners. 


builder is subsidizing us, not the other way 
around.” Builders can make any arrangements 
they wish with real estate agents about dividing 
the builder’s share of the ad costs but OHI col- 
lects from the builder in all cases. 

e@ Heating homes until they’re sold. OHI offers 
to furnish No. 2 fuel oil free to the builder for 


all his homes for one season per house until they’re 
sold. 


OHI buys the fuel from the jobber doing the 
installation work, paying him his cost and letting 
him deliver it. In the February-to-July period, 
~ Cady estimates, OHI spent $250 for oil to heat 
builders’ homes. 

Builders go for a deal like this, Cady says, be- 
cause every dollar saved in fuel costs means more 
profit in their pocket when the home is sold. 

A builder sums it up this way. “I figure that to 
keep a model home comfortable during cold 
weather costs me about $18 per month.” That’s 
based on using gas heat. But OHI says oil heat 
runs about $15 per month per home. 


e@ Sales assistance at each model home. OHI 
gives the builder plenty of sales aid during his 
Sunday afternoon model-home inspection periods. 
On hand are Cady, a representative of the oil 
company that installed the heating plant, and an 
OHI hostess. 

The jobber’s man generally turns out to be one 
of the top brass. “Our plan is so new that the big 
boys are turning out to see how the idea is going 
- over,” Cady says. 

OHI’s hostess (only one is working so far but 
more will probably be hired later) is a young, 
attractive housewife. She’s paid $15 per Sunday, 
the tab being split between OHI and the jobber. 
She’s on hand to make women looking over the 
model home feel at ease. “We find that women 
prefer to talk about homes with one of her sex, 
not salesmen,” Cady says. 
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Each will take a visitor through the house, 
pointing out its features, and then into the base- 
ment. No mention is made of an oil burner until 
the prospect has inspected it. 


“It’s shocking,” Cady says, “to find that many 
home buyers don’t know what a modern oil burner 
looks like. Many think it’s a gas unit until we tell 
them otherwise. They think oil heat comes from 
a dirty, converted coal boiler or furnace.” 

The sales approach to oil heat is on the soft 
side, with emphasis on its economy over other 
fuels. Visitors look over two OHI display boards, 
one pitched to oil heat’s economy and the other 
to features that add up to automatic oil heat. “We 
had a safety board that showed gas blasts and the 
like,” Cady adds, “but we changed it when it 
wasn’t getting much attention.” 

e Tract signs. OHI will go as high as $60 for 
a tract sign allowance as long as the builder dis- 
plays the OHI insignia. That allowance can be 
spread over as many signs as the builder wants. 

All together, it’s a package that’s worth $410 
in cash plus free oil and free sales help. It makes 
a builder think twice about any gas utility proposal. 
OHI is offering the same terms to all builders and 
is willing to put its deal in writing. Builders have 
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asked the gas utility for written proposals but 
have failed to get them. 


How the Plan’s Working 


Since February, when the package deal was an- 
nounced, 18 builders have signed up. Two are 
using oil heat exclusively, changing from gas. One 
of these is planning to build 500 new homes on 
three tracts. 

The largest builder in the area is beginning to 
offer new-home buyers a choice of gas or oil heat 
at no extra cost. 

The rest of the builders offer oil heat for extra 
cost (about $250). “We're getting about 5% of 
these homes,” Cady says. But he expects these 
builders to swing to oil heat at no extra cost if 
the area’s biggest builder puts his no-extra-cost 
plan across. “They'll have to remain competitive,” 
Cady says. 

Three precut home builders are also working 
with OHI. In one case, 50% of the homes go to 
oil heat. In the other two, 20%-25% go to oil. 

Over-all, oil heat is going into homes costing 
from $5,000 to $30,000 and up. 

What It Costs—Rochester OHI is operating its 
program on a total budget of about $36,000 a 
year, of which about $24,000 goes into oil-heat 
promotion. About 50% of this $24,000 is ear- 
marked for builder assistance, 30% for institu- 
tional oil-heat promotion in newspapers, and 20% 
for oil-heat promotion on television. Cady is kick- 
ing around an idea that may open three prime 
Saturday night TV spots to builder promotion. 

The large sum going to builder promotion is 
explained this way by Cady: “It’s tough to sell oil 
heat by itself. People buy homes because of 
kitchens and bathrooms. Our survey showed that 
most people preferred gas heat. So the large sum 
of money we were spending for institutional ad- 
vertising—oil heat is modern, clean, economical, 
safe—wasn’t selling oil heat. 

“We had to show the builder how oil heat can 
help him sell houses. He’s not interested in how 
much they cost to heat after he sells them. If he 
was, he wouldn’t put in gas in the first place.” 

Stability: A Selling Point—While OHI’s plan 
helps oil meet gas utility competition (such as 
extending gas lines to a tract, running lines into 
his homes and offering LP-gas at natural-gas prices 
until gas lines are ready ), it does more. 

“We tell builders,” Cady says, “that a general 
heating contractor’s responsibility ends after the 
one-year warranty on the equipment is up. We 
tell him that we can’t afford to put in a bad job 
because the oil industry is going to live with it for 
20 years or more. 

“And we tell builders that when they have oil 
equipment installed by oil companies, every war- 


ranty is backed up by a financially stable opera- 
tion. Many builders know that heating contractors 
have gone bust on jobs and left the builder holding 
the bag on either completing the job or making 
good on the warranty. That won’t happen as long 
as oil heat goes in.” 

Cady says the OHI plan has resulted in a better 
climate for oil heat among consumers, and has 
made oil companies who sell, install and service 
equipment a little more optimistic about oil heat’s 
future. 


While equipment is going in at or near cost, 
jobbers figure on recouping in gallonage growth 
and selling service contracts. “Although they figure 
the net profit on oil per account is around $7 a 
year, it’s $7 more than they got last year,” Cady 
says. 

Cady thinks oil heat’s percentage of new homes 
can grow to about 20%-25% of the market in the 
next three years. “Given the money, we can do 
even better,” he says. So far OHI has confined it- 
self to selling oil burners. There’s still an oil-fired 
hot-water heater market to be tapped. 


The Value of Teamwork 


About half of the Rochester area oil jobbers, 
who control about 85% of the retail gallonage, 
are working with OHI as a team. “Instead of 
working against each other, all are working for 
the industry,” Cady says. It would be difficult for 
a jobber to offer the same package to builders. 

Cady works with jobbers in swinging builders 
over to oil heat. A jobber may make the first 
effort with a builder and then call on Cady to 
explain the OHI package deal. Often the jobber 
and Cady make it in one call. Or Cady may get 
a builder warmed to the oil-heat deal, then let all 
OHI members know about it. It’s up to jobbers to 
decide who'll try to sign up the builder. This clears 
Cady of any possible charge that he’s playing fav- 
orites among OHI members. 

The jobber dealing with any builder usually has 
a clear field for about 60 days to iron out details 
on installation costs. But he can call on Cady for 
extra help as often as he thinks he needs it. In any 
case, Cady is following up negotiations all the time. 

If the jobber can’t swing the deal in the 60-day 
period, Cady asks him to let someone else try. 
Then Cady reports to OHI members and the 
process of jobber-builder negotiations starts over 
again. 

Such an informal code of ethics, Cady says, 
tends to prevent one jobber from trying to sneak 
in a better deal with a builder already talking 
with another oil company. “We have a clean 
market here,” Cady explains, “and if any OHI 
member steps out of line in dealing with a builder, 
he knows he won’t get the OHI support on the 
package deal.” 
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How fo Swing Gas Leads fo Oil 


By handling and advertising gas-heat equipment, this coal and oil 
dealer switches many gas prospects to oil heat. Here's how 


Housre-nuse FuEL Co. switches many hot 
gas-heat sales leads to oil because it has a good 
line on gas-heat prospects in its market. Reason: 
This combination coal-heating oil jobbership in 
Jersey City, N. J., advertises that it handles gas- 
heat equipment. 

The rest is a selling job that falls to Ben Niese 
Jr., vice president of the company and its main 
heating equipment sales cog. 


The Picture Niese Paints 

While many oil men think handling gas equip- 
ment is offbeat, Niese disagrees. He believes gas 
leads, properly handled, can mean extra dollars 
in oil equipment sales and installation, and in 
burner service and oil supply contracts. This gas 
connection enables the company to convert coal 
users—their own and others—to oil heat. 

“About half the gas leads we get wind up with 
our oil burners in their basement,” Niese says. 
That’s more new business than Holste-Niese gets 
by trying to sell oil heat directly. Changing a 
customer’s mind from gas to oil turns out to be 
easier than going out and getting a new oil-heat 
account. 

We Handle It—“If you don’t have an article 
people think they want,” Niese adds, “what are 
your chances of continuing to talk to them? If 
we didn’t let customers know we had gas equip- 
ment, we wouldn’t get a whack at the business.” 

By having that article—gas equipment—Niese 
can continue to talk to them; steer them gently 
into thinking about oil heat; talk up oil heat selling 
points vs. gas in his market; and in 50% of the 
cases, wind up with a sales contract that calls 
for an oil burner. 

Keeping Tabs on Gas—Another advantage in 
selling gas equipment, Holste-Niese gets a pretty 
good line on where gas equipment is in relation 
to its coal and oil accounts. The company then 
takes steps to see that gas doesn’t get out of hand. 


How Niese Works the Switch 


“The main thing in selling is to get the people 
to agree with you,” Niese says. In talking to gas 
prospects, he does this in many subtle ways. 

He plays up to a gas prospect’s desire for gas 
heat. Out comes the gas catalog. “I show him the 
unit I think he’ll need and tell him how nice it 
will look in his basement. I let him have the price 
for the job,” Niese says. 
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After softening up a gas-heat prospect, Ben Niese Jr. is 
ready with a demonstrator to show oil is clean burning. 


Then Niese slips into oil heat. “I bring out the 
oil catalog, show it to him and explain that there 
isn’t too much difference in looks between the oil 
and gas units. If he agrees with me, I have won 
an important round.” 

Next comes a little more pressure for oil. Niese 
knows the gas utility in his area prefers that gas 
accounts install a separate gas-fired tank for hot- 
water supply because the fuel costs of a gas burner 
are high in relation to amount of hot water you 
get. A separate gas unit is more economical for 
hot water than a gas heating plant, especially in 
the off-heat season. 

Niese explains that while gas central heating 
equipment may be cheaper than an oil plant, the 
extra cost of the gas-fired hot-water heater brings 
the cost of the entire job nearly up to—in some 
cases over—the cost of an oil-fired plant that can 
handle hot-water supply. 

Niese isn’t above subsidizing oil heat installa- 
tions by shaving the price a bit to make oil a 
better deal than gas central heat plus gas hot- 
water heater. “If we can get the oil equipment 
contract, we know we have a good chance of keep- 
ing the buyer supplied with oil for many years,” 
Niese admits. That’s one way of getting subsidizing 
costs back. 

Niese then compares both fuels for his gas 
prospect, with emphasis on oil. Both are modern, 





automatic and clean. If the gas prospect isn’t 
sold on oil’s cleanliness, Niese brings him out to his 
station wagon. 

There Niese has a low-pressure Winkler burner 
all ready to operate. An extension cord plugs into 
the nearest electrical outlet, a switch flicks and the 
burner is running. This gives the gas buyer a 
closer look at oil’s cleanliness and quiet operation. 

The clincher on cleanliness: Niese toasts marsh- 
mallows over the oil flame, passes them to his 
prospect and members of the family. Since there’s 
no oily taste to the marshmallows, the gas prospect 
agrees with Niese and begins to think that oil heat 
is as clean as Niese says it is and is as clean as gas. 

Niese’s next step is to tell his gas prospect that 
both fuels differ on supply dependability and fuel 
costs. 

Making his point on supply dependability, Niese 
says he'll install a 550-gal. tank (city codes on 
275-gal. tanks makes installation almost as costly 
as on a 550-gal. tank) that will hold many days of 
heating supply for the protection of his family and 
tenants, if any. 

With oil heat, Niese tells his prospect, there’s 
no worry about low pressures or breaks in pipelines 
miles away interrupting supply and making a house 
uncomfortable. 

On fuel costs, the gas prospect is told that gas 
rates tend to rise after the utility has built up heat- 
ing load. This is backed up by figures showing 
early and recent gas rates in a number of East 
Coast cities. 

Niese explains the price of oil is generally com- 
petitive. “I tell prospects they have more than 100 
oil companies to choose from if they don’t like the 
way one company treats them,” Niese says. 
“There’s no such choice with gas.” 

Niese isn’t bashful in letting gas prospects know 
what they are in for. “We tell them that we know 
of some people who have changed from coal or 
oil to gas and now pay as much as $94 in a cold 
month for gas heat,” Niese says. “And we point 
out to them that a $94 monthly bill is about half 
of what many of our oil accounts pay yearly for 
heat.” 

Niese considers the financial position of his gas 
prospects. A newly married couple is told that 
savings on oil will make it easier to raise a family. 
An elderly couple hears that oil will make living 
within social security or pensions easier. Others 
are advised that oil will make saving easier for a 
trip, for a vacation, or for other house moderniza- 
tion work. 

With all these facts to consider, half of Niese’s 
gas prospects sign up for oil. But that doesn’t 
mean that Niese is ready to sign the others up for 
gas. 


“Where we think a person is making a big mis- 
take going to gas, where we think he'll pay too 


By handling gas-heat 
equipment, this fuel 
dealer gets many gas 
leads (right). 


“About half the gas 
leads we get (left) 
wind up with our oil 
burners,” says Niese. 


much and won't be happy, we tell him frankly 
that we don’t want the responsibility of putting in 
gas heat. We tell him to get somebody else to do 
the work,” Niese points out. 


How Gas Jobs Alert Holste-Niese 


Holste-Niese doesn’t install a gas unit and then 
forget about it. Each gas installation is related 
by location to the company’s oil or coal accounts 
in the same block. “When we put gas in a block 
where we have coal or oil accounts,” Niese says, 
“we make that a danger area.” 

The company’s accounts in danger areas are 
checked, with special emphasis on coal users. 
These are most susceptible to gas heat, Niese says. 
“We check their furnaces and try to sell them a 
cleanout and conditioning job,” he explains. That 
includes painting the black iron and giving the 
asbestos a coat of paint. “Then when they go into 
the basement they aren’t looking at something that 
reminds them of a garbage can.” 

On oil accounts, Holste-Niese checks the service 
file to see what burners in the area have been act- 
ing up. Calls are made to sell these customers on 
the idea of modernizing, cleaning up or adjustment. 

Holste-Niese keeps tabs on gas jobs put in by 
others. Drivers and servicemen watch for street 
openings (indicating a gas line is being put in) 
and for installation trucks of heating contractors. 
These locations are reported and cross-checked 
with the account file to see what new danger areas 
must be set up. 

Niese keeps in contact with people who buy gas 
equipment. “We talk to them and listen to what 
they say, to pick up angles we can use later in our 
oil heat sales talks,” Niese adds. “If they say gas 
heat bills are too high, we make note of that. When 
one of our oil or coal accounts in the same area 
lets us know they are thinking of gas, we can pass 
on the gas account’s experience with cost to keep 
our own accounts from switching.” 
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NAT PIERCE, Treasurer 


Reliable Fuel Oil 


NELSON THOMPSON, Manager 


Nassau Oil Co. 


“The first year on premium billing we increased the 
number of accounts paid up from 60.9% to 69.9%. 
From 1954 to 1958 we earned $38,000 extra profits.” 


Premium Billing: Your Key to 


Better Collections, Profits 


Here's a cash-discount plan designed to speed up your heating oil 
collections without cutting into your tank wagon price 


Fiza OIL JOBBERS who’ve used premium 
billing for several years say it has improved their 
financial health and added extra profits. 

Here’s what premium billing does: 


e@ Gives a discount to prompt payers without 
your going below posted tank wagon price. You 
give none of your profit away, because you’ve 
increased tank wagon by the amount of the dis- 
count. 

e Charges slow players and delinquents a 
premium price for oil. They don’t get the dis- 
count, so, in effect, they pay you for using your 
money. 

e@ Changes the paying habits of many slow 
payers without undue pressure. The discount en- 
courages them to pay promptly, boosting your 
receipts, lowering your accounts receivable, and 
giving you the money you need to pay your bills. 


How to Fit Premium Billing to You 


Premium billing can be tailored to fit your 
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credit terms or your financial condition. You can 
offer any discount—0.5¢ gal. is fairly common. 
You add it to your tank wagon price and then 
deduct it when a bill is paid within your credit 
terms. Here’s how two New Jersey heating oil 
jobberships have set up premium billing: 

@ Reliable Fuel Oil Supply Co. of Cranford 
offers 0.5¢ discount if payment is made within 15 
days of delivery, and only if the account has no 
outstanding balance. 

@ Nassau Oil Co. of Princeton offers 0.5¢ dis- 
count on payments made by the 10th of the 
month following delivery. 

Other variations are possible. 


What Premium Billing Did for Reliable 


In the four years Reliable has been using 
premium billing, the plan has: 

e@ Improved accounts receivable. “On March 
1, our accounts receivable was about 30 days of 
previous business,” says Nat Pierce, Reliable’s 





treasurer. Other jobbers in his area, a survey 
showed, were carrying about 72 days of previous 
business on their books at the same date. 

e@ Kept most accounts current. “We aged our 
accounts on July 1,” Pierce says, “and came up 
with 70% paid in full.” Pierce doubts other job- 
bers could show 40%-50% of accounts with zero 
balances on the same date. 

@ Increased turnover of money. Pierce, who 
is undercapitalized, needs to turn his money over 
more frequently to have more money to work 
with. “With premium billing, | turn my money 
over about 20 times a year,” he says. 

e@ Cut credit department operating expense. 

a silent credit manager,” 
Pierce says, “but it doesn’t replace a credit man- 
ager. It does cut down on our expense in follow- 
ing up some accounts.” 

@ Earned extra profit. “On premium billing 
we earn an extra $1,500 per million gal.,” Pierce 
says. His gallonage is about 2.5-million a year 
and growing. To Pierce, $1,500 extra per million 
gal. “is adequate compensation” for carrying slow 
payers. “When you earn that kind of money,” 
he says, “you can take a little more risk on credit 
accounts.” 

With money coming in faster, bank borrowing 
can be reduced. This saves money on interest 
payments. 

What to Tell the Customer—To new accounts, 
Reliable explains that its oil price “is the same as 
others” in the area. “But we add that if we have 
to act as their banker, then we want to get paid 
for it,” Pierce says. 

When Reliable went to premium billing, about 
10% of its accounts wanted a fuller explanation, 
and got it. Loss of accounts due to premium 


billing has been negligible, Pierce says. Of ac- 
counts lost for all reasons—such as death, credit, 
moving,—less than 1% have been because of 
premium billing, he adds. 


What It Did for Nassau 


Here’s what premium billing has done for Nas- 
sau Oil, says Manager Nelson Thompson: 

e Increased the number of accounts fully paid 
in 30 days from 60.9% in 1953 to 69.9% in 
1954, the first year of premium billing. 

e Increased the numbers of accounts fully 
paid in 30 days to 71.8% last year. 

Extra profit earned from premium billing went 
up 48.9% between 1954 and 1958 (May 31)— 
from $5,890 per year to $8,772 per year. Total 
extra profit in this period was $38,000. 

Nassau Oil, Thompson says, got the germ of 
the premium billing idea in the summer of 1952 
when competition was offering 0.5¢ summer-fill 
discount. “We turned it into a cash summer dis- 
count,” he says, “and then gradually dropped the 
word summer out of it.” 

There were some squawks when Nassau went 
to premium billing. “They came from good ac- 
counts, those who usually pay by the 10th of 
the month,” Thompson says. “It took some di- 
plomacy to show them that premium billing had 
no effect on the price they paid for oil.” 

To explain premium billing to new accounts, 
Nassau makes a point of stressing the net price. 
“But we don’t stop there,” Thompson points out. 
“We say that our delivered price is more than 
our net price because it is subject to the discount 
if the bill is paid by a certain time. Then we let 
the customer ask questions.” He says new custom- 
ers won’t complain lest they be thought slow payers. 


Oil Burners at No Extra Cost 


Here’s how you can modernize heating plants without charging 
customers any more than they're now paying for fuel 


Y OU SELL new heating installations to oil or gas 
users and let these units pay for themselves. 
You get your money back, including interest on 
the unpaid balance, this way: 


The new oil heating plant, more efficient than 
the old one, saves money by cutting the account’s 
fuel bill. But you continue being paid on the basis 
of fuel used by the old burner. The difference in 
fuel costs between the burners amortizes the job. 
Repayment periods vary, depending on how much 


fuel costs can be sliced and the total cost of the 
new installation. 

You keep a good oil account on your books. 
He’ll talk about his savings to friends and win you 
more oil heat advocates. You’re showing him how 
he can enjoy modern, automatic oil heat without 
paying an extra cent for it. When the equipment 
is paid off, he gets the direct benefits of the new 
burner’s fuel economy. 


With slight changes, the basic plan gives you 
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a sales tool against natural gas. You can show gas 
users complaining about high fuel bills how oil 
heat saves money. You have ammunition to con- 
vince would-be gas users that natural gas isn’t 
much of a bargain. 

Such a self-liquidating payment plan for oil heat 
is now in the works at T. R. Loizeaux Fuel Co., 
Plainfield, N. J. Tim Loizeaux Sr., head of the 
Mobilheat jobbership that sells, installs and services 
oil burning equipment, refers to the plan as “Opera- 
tion Proof.” 

“We can prove,” he says, “that it pays to mod- 
ernize an oil heating plant. And we have a very 
effective sales tool against gas because we can 
show just how much oil heat will slice heating 
costs.” 


Here’s Loizeaux’s Setup 

Loizeaux Fuel is going into the self-liquidating 
plan slowly. “This is our first year and we’ve set 
aside a certain percentage of our profit—it comes 
to $2,000—to get the program started.” The jobber 
hopes to add at least $2,000— maybe more—each 
year to expand Operation Proof’s coverage. 

The first year’s allotment is nearly spent. More 
than $800 went for oil equipment in a new home 
where the owner though he wanted gas until Opera- 
tion Proof showed him otherwise. More than $500 
went for an oil modernization job. The balance can 
just about handle one small modernization project. 

As a Timken oil equipment dealer, Loizeaux 
Fuel receives sales pointers from Timken. One of 
these is a chart showing fuel savings resulting if 
Timken equipment, which operates at a normal 
setting of 12% CO:, replaces old equipment that 
runs in the runs in the 5%-9% CO: range. Addi- 
tional data on the chart shows additional savings 
if stack temperatures can be cut. And with higher 
CO: settings, stack temperatures generally are 
lower. 

Loizeaux has had the chart for years, but using 
it as part of Operation Proof and tying it into the 
self-liquidating payment plan is an original twist. 


How It Works for Oil Users 


On a modernization job, Loizeaux’s crew checks 
the old burner’s operation, takes CO, readings, 
takes stack temperatures, and notes the smoke 
number. A heat-loss survey shows the burner 
capacity needed. 

All data is correlated with Timken’s fuel saving 
chart to get a good idea of the approximate fuel 
savings that can be expected and the fuel savings 
that can be guaranteed. 

But before committing itself to a savings guar- 
antee, Loizeaux’s figures are sent to Timken for 
final checking. Within a week, Timken’s recom- 
mendations come through, and Loizeaux Fuel 
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arom. What's HOT in Oil Heat 








“We can prove that it pays to modernize an oil heating 
plant,” says Tim Loizeaux Sr. of T. R. Loizeaux Fuel. 


knows exactly what savings guarantee to make. 

Then the company figures out how much of the 
account’s fuel payments will go for oil used by 
the new burner and how much goes to paying for 
the new equipment. The agreement is typed up 
for the account’s signature. 

In the oil modernization project already installed, 
Loizeaux Fuel estimates savings will pay for the 
new plant in 3.5 years. 


How It Works for Gas Users 


If a gas user wants to switch to oil heat, the 
procedure is much the same, except that Loizeaux 
works up its own savings guarantee. 

In the case of a new home, where the fuel bill 
is unknown, Loizeaux Fuel accepts the gas fuel 
estimate as a basis to work on. The jobber com- 
pares this with oil heat’s cost, based on a heat- 
loss survey. From this point on, the procedure is 
much the same as for oil modernization. 

In the oil job taken from gas, the estimate for 
gas heat was $300 a year. Loizeaux’s survey 
showed oil could do the same job for about $155 
a year. As a result, the would-be gas user is paying 
Loizeaux Fuel $300 a year—budgeted at $30 a 
month. About $144 of his total payments go for 
oil equipment. With interest at 6% a year, the 
equipment will be paid for in six years. 

Every agreement with a homeowner contains a 
clause that would reimburse Loizeaux Fuel for the 
unpaid balance of the oil job if the house is sold. 





PC'’At What’s HOT in Oil Heat 


How Drivers Can Get Unlost 


An oil jobber lets his drivers find their own way with: 





308-406 


lr. Adam Black 
10 Madison Hill Rd. 
Clark, Ne Je 








WwW A NEW heating season starting, you have 
new drivers who don’t know all the ins and 
outs of your market area. 


They get lost, slowing deliveries. They may 
use two-way radio to learn how to get to a certain 
location, but it takes time to direct them via the 
air waves. Such calls clog up communications, 
shunting aside important burner service calls. 

T. R. Loizeaux Fuel Co. of Plainfield, N. J., 
thinks it has the lost-driver problem licked. The 
new plan will get its big test soon. 

At a cost of $1,200 Loizeaux Fuel has come 
up with a set of specially prepared maps of its 
market area in binder form. 

e@ Each page, numbered, is a map of part of 
the market. Each map is “squared off” into 12 
subdivisions, each identified by a letter. 

e@ With each book of maps, a driver gets a 
square plastic grid (see picture) that fits over any 
subdivision. 


A location code on 
delivery tickets 


A plastic grid with 
numbered squares 





And a series of maps 
of his market area 
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e@ Each account is location-coded as to map 
number, subdivision letter and numbered grid 
square. The code is printed on each delivery ticket 
by Addressograph plates that contain other data. 


In practice, the plan works this way: A driver 
doesn’t know how to get to Mr. Black’s home at 
10 Madison Hill Rd., Clark. He picks up the 
coded location (7 P 12) from the delivery ticket, 
turns to map 7, subdivision P, puts the grid over 
the sub-division and then locates square 12 on 
the grid. He now knows where Mr. Black is 
located, and by using the same map or other maps 
in the book, he can trace the route he must follow 
to get there. 


Loizeaux Fuel estimates a driver can find him- 
self in 30 seconds this way. The company says it 
often took much longer with two-way radio. 
“Sometimes we had to keep in constant touch with 
the driver to tell him what roads to use. Some- 
times we had to call in other drivers.” Ll 
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New 6-STEP Positive Displacement Meter features 


low pressure loss, high accuracy. Liquids flow smoothly 
through an LC Meter—they’re never squeezed, never expanded. Pres- 
sure loss is minimized. Accuracy and meter life hit new highs. The rea- 
sons? LC’s simple, true-rotary movement has no reciprocating or oscil- 
lating parts, no metal-to-metal contact in the measuring chamber, no 
axial thrust and no heavy bearing loads (induced by compressing 
trapped liquid, or by drawing a vacuum at any phase of the cycle). 
This higher hydraulic efficiency permits installation savings in sizing 
lines, pumps and motors. It also permits installation and operation 
of LC meters in series or in tandem without affecting calibration. 


LIQUID CONTROLS CORPORATION SEND FOR NEW FOLDER 
Commonwealth Avenue, North Chicago, Illinois giving full facts on why the LC 

Meter insures greatly in- 

LC Meters... engineered for precision measuring of petroleum creased accuracy . . . see why 


and commercial liquids it pays to “buy LC.” Write 
today. 
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WAYNE MODEL 400 


Low silhouette ... only 48” high. Low original cost... 
low installation cost. Equipped with Wayne micro- 
accurate meter and long life solo pumping unit. Easy 
visibility of wide dial face utilizes overhead station 
lighting at night. 





WAYNE MODEL 605 


Developed for minimum maintenance, maximum 
accessibility and unsurpassed service. Weather defy- 
ing finishes. Smoother, quieter operation of meter and 
exclusive solo pumping unit. New easy to read dial 
face and computer design. 





Whatever your station needs . . . single or multi- 
pump... regular height or low silhouette pumps 
..- remote systems or direct pumping... even the 
revolutionary new merchandising idea of blend- 
Fe oO 2 S a tf V 4 CS a ing at the island . . . Wayne has the pump 
"Station-engineered”’ to meet your requirements. 
Every Wayne Pump has been built to provide un- 
surpassed long service. Every Wayne design has 
- oO rh? Mey A L eS S been developed for eye-appeal that attracts cus- 
tomers. That’s why Wayne Pumps are the choice 
of stations across the nation ... why they are 


years ahead. Write for complete data to Wayne 
Pump Company, Division of Symington Wayne 


Corp., Salisbury, Md. or Wayne Pump Canada, 
F oO Re E N D U re A N CS e Limited, Toronto, Ontario 
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WAYNE MODEL 605 WAYNE MODEL 420 


DUO PUMP Low silhouette pump that has individual fluorescent 
Two pump outlets in space of one . . . speeds island lighting over dial face . . . outstanding visibility day 
service, allows extra space for island displays. Avail- o om Equipped with solo pumping unit and 
able with dual outlets for dispensing single product Wayne's exclusive 2 cylinder, smoother acting meter. 
«.. Or dual outlets dispensing two different products. 








flexibility... 


with AVONCRAFT 


“Package” stations, yes... pro- 
duced in quantity at a saving — 
but engineering makes their de- 
sign versatile and flexible, even 
on tough designs. Note how dis- 
tinctive these stations are... 


SHELL... .with its sculptured, 
tall red pylon, lighted at night. 


MAGNOLIA ... with its wide, 
sleek canopy providing a big 
shady area. 


ASHLAND...with a neat com- 
pact look and narrow overhang. 


AVONCRAFT can design to your 
needs. Write today for our full- 
color brochure showing more of 
Avoncraft’s custom service sta- 
tion designs. 


AVON DALE ....:.: WAYS, INC. 


AVONCRAEFT oivision 


P.O. BOX 1030 e PHONE UNiversity 6-45671 e¢ NEW ORLEANS 8, U.S.A. 
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Jenney, long one of New England’s leading gasoline marketers, has made a new family park an efficient promotion tool 


Pleasure Island: How an Oil 


Company Promotes a Unique Image 


® New family-type entertainment parks like Disneyland are springing up 
in other areas, offering oil marketers new promotion possibilities. 

®@ Here's how a nearly 150-year-old New England independent oil marketer 
uses Boston's Pleasure Island to sell its distinctive company image. 


Pe IDEA made more than a coast io coast 
jump this summer when Boston’s Pleasure 
Island opened in July. Straight out of movieland, 
this new kind of public attraction made its first 
Eastern bow in the traditional center of all that’s 
staid and conservative. 

The park’s opening unveiled something else. 
It launched a kind of corporate promotion new to 
the Eastern business community and new to Jenney 
Manufacturing Co., long one of New England’s 
leading gasoline marketers. 

Perhaps it’s significant that Jenney saw here 
an efficient promotion tool. Although the Jenney 
firm is long on stability, its management has never 


By FRANK C. STURTEVANT 
Associate Editor 
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frowned on the new and untried. Pleasure Island 
represents just that. 


How Family-Style Parks Work 

Third of the nation’s big family park develop- 
ments, Pleasure Island is patterned after Disney- 
land and Pacific Ocean Park, Santa Monica, Calif. 
Circus or honky-tonk atmosphere is completely 
absent. There are no sideshow barkers, no carnival 
music, no roller-coasters or merry-go-rounds. The 
Park’s closed at night. 

Like its predecessors, Pleasure Island has a built- 
in historical flavor. Although pitched to children, 
the attractions actually have a strong adult appeal. 

The park is owned by a Massachusetts corpora- 
tion in which primary equity interest is held by 





The pint-sized cars are owned by the park but the gasoline tie-in is a natural 


Begins on page 139 
local industries. It’s located at exit 21A on Route 
128, Boston’s circumferential highway. 

Hours are 10 a.m. to 8 p.m., seven days a 
week until the end of September. Admission at 
the gate is $1 for adults, 50¢ for children; admis- 
sion to inside attractions where there’s a charge is 
50¢ for adults, 35¢ for children 

The management claims 1,200,000 people will 
visit Pleasure Island in its first season, of which 
four out of five will be adults. Even at the Jenney 
midget car attraction, known as Jenney’s Horseless 
Carriages, 2.7 out of four visitors are adults. 

Watch for More — Because all three of these 
park ventures have turned out to be money-makers, 
you're going to see more like them. Plans are under 
way for one in Miami; a large one, to be called 
Freedomland, will go up in the Bronx next year; 
others are projected for Chicago, San Francisco 
and Ft. Worth. 

As with Pleasure Island, the new ones will open 
up promotion possibilities to gasoline marketers. 
Pleasure Island gets its revenue in part from ad- 
missions and in part from leasing to sponsors the 
promotion rights in specific attractions. 

Jenney’s Horseless Carriages, for example, are 
owned by the park and operated by park em- 
ployes. The pint-size, California-built cars are five- 
eighths scale models of 1911 Cadillacs, powered by 
a small Kohler gasoline engine and controlled by 
a single foot pedal. The tie-in for a gasoline mar- 
ket is obvious. 

Other typical attractions include the Diamond 
Lil show sponsored by Pepsi-Cola; and a tour of 
an early New England farm, sponsored by the Hood 


Sorrs 


GASOLINE 


Station strikes historical note 


dairy firm. In each case there’s a logical association 
with the products of the sponsoring company that 
sets the stage for registering a corporate identity. 


Why Jenney Uses Pleasure Island 


“The impression we’re hoping to build here is 
the kind that’s difficult to get across by convention- 
al means,” says president Robert M. Jenney. By 
participating in Pleasure Island as a sponsor, Jen- 
ney is looking at the long-term values of favorable 
company prestige while at the same time getting a 
measure of immediate advertising impact. 

By way of corporate background, there’s plenty 
to work with. The Jenney firm probably is the 
oldest oil company in existence. When it was start- 
ed by the Jenney family in 1812 it dealt in oil 
for whale oil lamps. Eventually the firm built a 
refinery to distill alcohol and refine camphene to 
make a new “burning fluid.” 

The Jenney refinery switched to kerosine as 
soon as petroleum appeared, and for many years 
Jenney kerosine was sold worldwide. The com- 
pany name, Jenney Manufacturing, is a holdover 
from those early days. 

A Unique Image — By portraying the com- 
pany’s origin and long history and linking the past 
with the company’s current status as a leading gaso- 
line supplier, Jenney is aiming at a distinctive cor- 
porate image different from that of any competitor. 

Today, when bigger companies are proud to 
mark their 50th year, and the petroleum industry 
itself calls attention to its 100th year, the Jenney 
company is but a couple of steps from its 150th 
anniversary. 
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Museum recalls Jenney’s founding almost 150 years ago 


That kind of a background is an intangible 
part of brand acceptance. It can have great or 
little value depending on how deeply you can plant 
the idea in the minds of consumers. As a theme, 
it’s no substitute for straight product advertising. 
Nor can it be effectively told by brief allusion an- 
nexed to product advertising. That’s where Pleasure 
Island comes in. 


How the Promotion is Set Up 


Clipper Cove’s cluster of Colonial-style stores 
stand inside the park entrance. They depict a slice 
of any early New England waterfront settlement. 
At the dock you take off to see the buried treasure 
at Pirate Cove, or embark on a whaleboat ride to 
visit Moby Dick. Jenney whale oil barrels decorate 
the wharf, a Jenney warehouse stands nearby. 

These symbols of bygone days are more than 
just a tie-in with the Colonial stores on Clipper 
Cove street, or the early Boston & Maine locomo- 
tive on the Old Smoky Line, or the stagecoach in 
Goldpan Gulch. True, they’re an appropriate part 
of Pleasure Island’s historical theme but they’re 
also authentic Jenney relics. 

Other links with Jenney history appear in the 
show windows of the Jenney Horseless Carriage 
ticket office where tools of the whaling trade are 
on display. 

The ticket office building is an adaptation of 
what’s said to be the first drive-in service station 
in New England, built by Jenney at Medford, Mass., 
in 1915. The two tall pumps out front are 1915 
vintage unearthed after considerable search, still 
in use by a Jenney farm customer. 
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Jenney portable bunkers a pirate ship at Clipper Cove 


The Progressive Note — The pumps in the serv- 
ice station setting identify Jenney as a gasoline 
marketer again as a pioneer. At the same time, 
the Jenney service cart, never seen before in the 
East, strikes a modern progressive note. 

The service cart was a happy afterthought, not 
essential to the original plan. Leased from American 
Petrofina and repainted with Jenney brands, the 
cart is an effective piece of product advertising. 

Visitors may get a look at the service cart in 
action filling the small tanks on the Horseless Car- 
riages, or refueling the boats at Clipper Cove. 
That is, if they haven’t already encountered the 
cart shuttling around looking for possible custom- 
ers among the 3,000 cars arriving every day. 

Station Tie-In — In still another way, Pleasure 
Island provides advertising material. Promotion for 
the park, included in current Jenney product ad- 
vertising, adds an interesting touch and at the 
same time helps maintain dealer enthusiasm. 

The 600 Jenney outlets in New England are 
handing out Pleasure Island folders picturing the 
attractions and telling how to get there. A three- 
dimensional black whale, labeled “Pleasure Is- 
land,” hangs from station sign poles as an invita- 
ton to tourists to stop for information. 

For Jenney, Pleasure Island adds up to a con- 
tinuing program with multiple angles. Rarely does 
a single medium contain so many elements of both 
institutional and product advertising coupled with 
a real vein of straight travel promotion. 

But perhaps the most intriguing aspect is the 
opportunity to work out new promotion twists 
with a park tie-in. Jenney has some in the works 
now, with plans for more in the future. w 








NEW TODAY...DESIGNED FOR TOMORROW...TO GIVE YOUR CUSTOMERS 


EXPRESSWAY PERFORMANCE! 


Only Alemite offers you a complete, dependable source 
for all your modern service equipment needs. Alemite 
THE ONLY COMPLETE LINE equipment not only gives you faster, longer-lasting 
OF SERVICE EQUIPMENT! service. It is backed by unmatched protection in writ- 
ing. Only Alemite offers: (1) a 27-month “Sealed-in Air 
@ Deluxe lubricant pumps and drains Motor” warranty... (2) a 12-month Equipment War- 
© Overhead hose reels ranty...(3) a 12-month warranty on high-pressure 
hose! And Alemite maintains 484 service centers coast- 
to-coast, to give prompt attention to any maintenance 
@ New Cross-Sight Aligner or repair problem. 
@ Spray-Kleen Car Wash System 


@ Electronic wheel balancer 


ITE 
Dept. AS-99, 1850 Diversey Parkway, Chicago 14, Illinois ; 
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Number 98 in a Series of Bulletins for the Petroleum Industry 


SEPTEMBER-OCTOBER 1959 





How to use winter weather and RP-2 to 
increase brand loyalty for your gasolines 








New 
TEL Manager 


JOHN R. SABINA is our new manager of 
the tetraethyl lead and planning section 
of Du Pont’s Petroleum Chemicals Divi- 
sion. He replaces T. Baldwin Prickett, 
who retired March 31 after 33 years in 
a gg res industry. 

r. Sabina joined the Du Pont Com- 
pany in 1937, heading a new group in 
the Organic Chemicals Department. In 
1944, he became manager of the pctro- 
leum chemicals section and two ysars 
later became technical manager of the 
newly formed Petroleum Chemicals 
Division. 


Has Published Many Technical 
Articles 

Mr. Sabina holds a B.S. in Electrical 
Engineering from the University of Penn- 
sylvania and was associated with the 
Atlantic Refining Company before join- 
ing Du Pont. He is well known for his 
numerous technical articles in the petro- 
leum field and his activities in technical 
societies. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (inc.) 








VE HAD ENOUGH STALLING 
WITH THIS GASOLINE... 
TOMORROW | CHANGE 


MY BRAND! 


PERISH THE THOUGHT from all your customers’ minds . . . by including Du Pont RP-2 in your fall 
and winter gasoline blends. Du Pont RP-2 prevents carburetor icing, the most common cause of stall 
annoyance that can frustrate motorists into switching gasoline brands. RP-2 also prevents rust, acts 
as a carburetor detergent and supplies valuable phosphorus credit. 


When the frost is on the ground and cold, 
wet winds once more fill the air, you’ll 
have a better chance than ever to build 
up loyalty to your brand of gasoline. 

It’s when his car stalls that a motorist 
starts shopping for his gasoline and con- 
siders seriously which brand gives him 
the best performance. 

We can help you cash in on this with 
Du Pont RP-2, an additive that gives 
three-way protection to your customers’ 
cars and a “phosphorus bonus” to you. 


Prevents stalling due to carburetor icing. 
RP-2 keeps throttle plates and throats of 
carburetors from being wetted by water 
droplets. Sufficient RP-2 in your gasoline 
will keep customers’ carburetors from 
icing up during adverse weather. The 
chart on this page shows just how this 
affects anti-stalling properties. 


Keeps carburetors clean RP-2 coats 
throttle plate, throat, and walls of car- 
buretor, adds a detergent action which 
prevents foreign matter from building up 





Numbers within the bars 
are RP2 concentrations 
in pounds/ 1000 barreis. 
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| Stall Free Operation 























into a choking scale. This action keeps 
new carburetors clean, cleans old car- 
buretors previously used with gasolines 


unprotected by RP-2. 


Controls rust RP-2 forms a barrier 
between metal and moisture, blocks rust 
formation before it can start. . . prevents 
rust in the fuel system and during stor- 
age, too. 








CONTINUED 


Phosphorus credit You can take a phos- 
phorus credit when you use RP-2. At 15 
pounds per 1000 barrels, RP-2 adds 
about 0.03 theory of phosphorus to 
premium grade gasoline. 


How to get started for next winter First, 
you'll want the complete technical story 
on RP-2, seainlabdl te a new bulletin. 
You can get a copy by calling your 
Du Pont representative or writing us 
direct. 


You can follow this up with this com- 
plete merchandising and advertising kit, 
based on proven methods for getting the 
optimum attention from your market 
when you use RP-2 additive. 





Have you heard 
about our linear 
programming service? 


In case you missed our offer a few months 
ago, we take this chance to reiterate the 
fact that we have set up a linear pro- 
gramming service in our Petroleum 
Chemicals Division. 

This service can help you organize the 
vital variables of processing and blending 
in such a way that modern calculation 
methods can be applied to get an inte- 
grated analysis of all gasoline manufac- 
turing operations. 

A study covers such factors as: the 
value of each gasoline component... 
optimum reformer severity . .. the volume 
mene ynents which should be purchased 
or sold... the product quality shortage 
or give-away on all inspections related to 
specifications ...the loss sustained by 
diverting components to other grades of 
gasoline or products through choice or 
necessity .. . and economical use of tetra- 
ethyl lead. 

For more information on this service, 
see your Du Pont representative or write 
Du Pont, Petroleum Chemicals Division, 
Wilmington 98, Delaware. 





FOA-2 gives fast answers to 
sludging problems from heavy fuels 


At a large industrial chemical laboratory, Du Pont FOA-2 was added to a sludge-ridden tank during 


fuel delivery. Tank was successfully de-sludged with only $20 worth of FOA-2, with no down-time. 


This eliminated need for $800 mechanical cleaning. 


A chemical manufacturing plant found 
it could save $600 per cleaning by using 
Du Pont FOA-2 in an eighteen-U-tube 
oil heat exchanger which previously had 
to be dismantled twice a year for cleaning. 

At a large laboratory, operators no 
longer have to clean the burner tip in 
their boiler every five days... in a 
they have not cleaned it at all since 
they started adding FOA-2 to their fuel, 
months ago. 

A large office building had to clean a 
burner nozzle every day, including week- 
ends. FOA-2 makes it possible for the 
same burner to run for four days without 
a cleaning. 

A chemical plant had a serious sludge 





‘save in nh pe onage ed when tubes 
ecame plugged with deposits so hard 
they couldn’t be cleaned at all. Since 
adding FOA-2 to their fuel, this problem 
has ceased and over-all cleaning time has 
been cut by four-fifths. 

These are just five of many recent suc- 
cess stories for FOA-2. 

If you’re having a sludge problem from 
the use of heavy fuels, such experience 
shows that you can count on eliminating 
or at least minimizing the problem with 
the help of FOA-2. 

If you’d like to know more, contact 
the Du Pont Petroleum Chemicals Divi- 
sion representative nearest you, or write 
us direct for a bulletin. 











SALES OFFICES 


Chicago 3—8 So. Michigan Ave 
Cleveland 15—101 Prospect Ave 
Houston 2—705 Bank of Commerce Bidg 
Los Angeles 17—612 So. Flower St 
New York 20—45 Rockefeller Plaza 
Philadelphia 2—3 Penn Center Plaza 
Pittsburgh 22—1 Gateway Center 

San Francisco 4—111 Sutter St 
Seattle 3—4003 Aurora Ave MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave LUther 5-5578 


In Canada—Du Pont of Canada Limited, Petroleum Chemi- 
cals, 85 Eglinton Ave. East, 

Toronto 12—Ontario HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division, Export 
Sales, Wilmington 98, Delaware, PRospect 4-2962 


RAndolph 6-8630 
MAin 1-3422 
CApitol 5-1151 
MAdison 4-1354 
COlumbus 5-2342 
LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-1934 
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Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


A-11520 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 
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What's a Good Dealer Show? 


@ How much artificial stimulation do you need to glamorize your 
sales pitch at the big annual dealer meeting? 

© Does it take a three-ring circus and a bevy of scantily clad 
chorines to get the boys enthused? Or do you settle for unadorned 
speeches by the marketing brass? 


a: HALFWAY between these extremes lies 
the successful dealer meeting format 
evolved by Canadian Petrofina Ltd. 

The format is simple: 45 minutes of marketing 
speeches, fragmented into digestible morsels, and 
lightened by 45 minutes of tailored, original situ- 
ation comedy and songs. Acting is done by profes- 
sionals, who entertain while driving home crucial 
sales points to dealers. 

The 90-minute show makes the rounds to all 
Fina’s Canadian marketing regions. It goes to 
Ottawa, London, Toronto, Quebec City, Montreal, 
Saint Johns and Halifax. 

The format is effective: “The right kind of show 
generates a receptive mood,” says Leslie Choyce, 
manager of advertising and sales promotion. “Us- 
ually the dealer can remember one or two of the 
bigger ideas we’ve dramatized for him. And later, 
when the sales rep calls around with the complete 
promotional story, the dealer is likely to show 
immediate recognition of our proposal. 

“It’s essentially this resistance-busting job that 
the show has done best for us the past two years.” 


How Fina Does It 


You don’t have to make a Hollywood produc- 
tion out of a dealer show. It needn’t be especially 
costly or complex. 

The simplest way would be to hire a profes- 
sional show producer to deliver a complete pack- 
age: talent, stage gear, props, script, costumes, and 
so on. But it’s easier for such a production to get 
out of hand—financially and otherwise. 

Fina prefers to keep the show under its own 
wing, hiring a script writer* and others it needs 
to put on the show. This way it can keep a tight 
check on costs and physical detail and see to it 
the essential message stays foremost. 

1958: An Experiment—In 1958 Fina was get- 
ting ready to woo the Canadian motorist with a 
spectacular luxury car giveaway contest. If the 
contest was to work, station appearance and pump 
island performance had to be upgraded sharply. To 
help achieve this, Fina had developed a dealer in- 
centive program offering an abundance of prizes 
for dealers who measured up to the standards. 


“Our contest invited the motorist to compare 


*The script writer in this case was Michael Gutwillig of 
NPN’s Montreal news bureau. 
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Stage equipment can be rented at a modest fee. Here Leslie 
Choyce, Fina’s ad/sales promotion manager, rehearses. 


our stations with the competition’s,” says Choyce. 
“If dealers didn’t buy this, the contest could fall 
flat on its face and even cause irreparable harm.” 

Fina decided to put on its show to get dealers 
to buy it. Here’s how the 93-minute script (in 
English and French versions) worked out: 

Greeting song, 2 min.; division manager’s open- 
ing remarks, 5 min.; comedy skit, 12 min.; 
Choyce’s presentation of both the consumer cam- 
paign and the dealer incentive plan, 20 min.; com- 
bination slide projector and live comedy presenta- 
tion of the incentive plan, 20 min.; comedy skit, 
15 min.; F. B. Longhurst, marketing vice presi- 
dent, 13 min.; finale (song and skit), 5 min., and 
division manager’s invitation to cocktails and 
dinner. 


Comedy skits were played in a setting reminis- 
cent of certain TV comedy situations: Sid Caesar’s 
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(Begins on page 145) 
“Commuters,” Jackie Gleason’s “Honeymooners.” 

Songs stressed cleanup. Sample: 

Clean up, 

We're gonna clean up, 

We've got a bright new way to clean up: 

First we'll clean our stations—make ‘em shine first rate, 

We'll streamline island service—to prove that Fina’s 
great, 

Then you'll clean up at the cash box—that’s our plan 
for °58! 

You're gonna clean up, 

Just wait! 

Even if dealers couldn’t remember the details 
of Fina’s plan, many remembered the cleanup 
tune. And, says Fina, when sales reps called on 
dealers in the ensuing weeks, they met enthusiasm 
for the consumer and dealer contests. 

“We feel the show definitely helped put across 
the message to the dealers,” says marketing vice 
president Grant Longhurst. “Almost to a man, 
they signed up for the contest deal. That’s why I 
was pretty insistent about another dealer show for 
our 1959 meetings.” 

Instant Credit—Heart of this year’s strategy was 
an instant credit plan. It worked this way: For a 
six-month period starting June 1, any reputable 
credit card (oil companies, department stores, 
Diners’ Club, and so on) would be considered suffi- 
cient evidence of established credit at any Fina 
station in Canada. 

By flashing such evidence, the motorist would 
receive on-the-spot an Instant Credit Card—valid 
for 12 purchases. In the interim, before this card 
lapsed, a regular Fina card would be issued if pay- 
ments were made on time. 

Credit being a bit difficult to dramatize, the °59 
Fina show’s theme was linked to the 1959 advertis- 
ing program: a summary of Fina’s five-year success 
in Canada and its motto: “Turn in at the Sign of 
Leadership. . . . Drive out with Confidence.” 

With less exploitable message, the show depart- 
ed from situation comedies and became more of an 
“intimate revue”—less story, more songs. 


Something to Remember 


Canadian Petrofina feels an annual dealer get- 
together must do more than entertain. As Fina 
looks at it, no other occasion during the year pre- 
sents the opportunity to get a message across in so 
relaxed an atmosphere. 

As a young company, with a young dealer or- 
ganization, sales education rates high with market- 
ing management and many dealers themselves. 

“We don’t expect miracles from our dealer 
meetings,” says Choyce. But they should give 
dealers a sales message to remember. 

“A show helps to romance your dealers—pro- 
viding it packs a valid, strong selling message,” 
Choyce adds. “You could have Bob Hope and the 
June Taylor dancers and you could count on com- 
plete dealer attention. But what will the boys re- 
member when they get home?” @ 
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The Wisconsin legislature recessed until the first 
week in November without taking action on a bill 
to place the petroleum industry and prices of 
petroleum products under state regulation. 


Pauley Petroleum has acquired Newhall Refin- 
ing, Newhall, Calif. Newhall’s plant is 2,400 b/d, 
will be boosted to 3,600 b/d. 


In expanding its Western operations, Continental 
Oil will build a 77,500 bbl. terminal at El Paso 
and a 66,000 bbl. terminal at Albuquerque. This 
is in addition to a 155-mile products pipeline from 
Artesia, N. M., to El Paso (NPN—June p72). 
Total cost of line and terminals: $2.5-million. 


Gasoline octanes were higher in July than a year 
earlier. National weighted average was 99.1 for 
premium, 92.0 for regular. Compared with last 
July, premium increased 0.6 octane and regular 


American Oil’s new 3-million-gal. asphalt term- 
inal at North Charleroi, Pa., began operations last 
month. Amoco recently bought it from Mon Valley 
Enterprises Inc. 


The state of Ohio now has a 1% tax collection 
allowance for retail gasoline dealers. Its allowance 
to distributors and suppliers is being cut from 3% 
to 2%. 


Phillips Petroleum Co. has set up a division 
sales office in Columbus, Ohio, “to handle its 
rapidly developing marketing activities in Ohio.” 


®& Mobil Oil offices in Dallas and Beaumont, Tex., 
formerly Magnolia Petroleum’s, are now linked to 
the Mobil headquarters in New York by a network 
of eight electronic computers. 


Thompson Petroleum Products Inc. has become 
a Pate Oil distributor in Racine and Kenosha, Wis. 


Thompson has 10 stations. It was a Wisco dis- 
tributor until Wisco sold out to Pure this spring. 


Service station sales through June were $8,066- 
million, 8.1% higher than a year earlier, 


The House commerce committee has watered 
down a bill on vehicle exhaust control. Originally 
the bill called for a one-year study by the Public 
Health Service to be followed by a minimum- 
standard code. Now the PHS will make a two- 
year study and report to Congress. 


®The Wisconsin Retail Gasoline Dealers’ Assn. 
has decide to introduce a new bill in the state 
legislature to outlaw trading stamps. A similar 
bill was killed by the 1959 legislature. 
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Whether it’s Darlington, Indianapolis, Daytona Beach, River- 


FINEST 


side, or Sebring . . . wherever big cars, stock cars or sports TIRE- CHA NGER 


cars race — you'll find Coats Tire Changers being used by 
the experts. IN THE WORLD 
Men like Stephen Petrasek, of Firestone Race Tire Engineering, TO D AY ql 


know they can rely on Coats Changers when speed and safety 
couht most. They don’t take chances! The slightest damage 
to tires or tubes can mean disaster. 


You'll be using the best, too, when you choose tire-changers 
by Coats, manufacturers of quality tire service equipment. 


See a Coats changer in action — either the manual 3-Star 
Model or the Air-Powered Twin-Air Tireman — and you'll see 
why they are the fastest, safest tire-changers on the market. 
They’re engineered to do the job for years and years without 
costly. breakdowns or annoying maintenance. 


INDIANAPOLIS 


COATS TIREMAN MODELS 
START AS LOW AS *129.50 








JACK P. ENNESSY 


COMPANY INCORPORATED 


Manulectured by COATS COMPANY. Fort Dodge. lowe 
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More Sales 
Per Salesman 


A fuel oil salesman’s 
three rules for making 
more calls per day 


A FUEL OIL salesman for a heating 
oil jobber in eastern Pennsylvania 
works less than he used to and has a 
better production record to show for 
it. 

That’s because he spends time 
daily planning his program for the 
next day. He travels less, sees fewer 
people, but hits more pay dirt because 
he has screened out those who don’t 
want to see him or those who aren’t 
home. 

This salesman (who prefers not to 
be named) used to make an average 
of 18-20 calls per day; now he makes 
between 13-15 calls. 

His system consists of this: never 
calling cold, making warm-up phone 
calls at a special time, and never 
dropping by until mid-morning. 

e Never call cold. Telephoning 
next-day prospects from his home the 
night before warms them up for his 
call. The salesman finds out when it 
would be convenient for him to call 
in person. This gives husband and 
wife a chance to decide what to do 
about oil - supply and burner - service 
contracts. It cuts to a minimum the 
need for making repeat in-person calls 
because the prospects “haven't de- 
cided what to do yet.” 

Phoning also saves travel time. “It 
takes three to five minutes,” he says, 
“to set up an appointment by phone 
that guarantees me an interview and 
prevents wasting a half-hour or more 
traveling to see a homeowner who 
may not be in.” 

e Make warm-up calls at a spe- 
cial time. In working on his next-day 
schedule, this salesman makes _ his 
phone calls between 6 and 8 p.m. 
“That’s the time when most families 
are together at home.” Phoning at 
this hour reduces no-answer calls 
he’d run up against if he tried earlier. 

¢ Make in-person calls no earlier 
than mid-morning. This salesman 
doesn’t hurry into his area to make 
his first call at 9 o’clock. Instead, 
his first calls are made between 10 
and 10:30 a.m. Reason: “Few house- 
wives welcome a salesman until they’ve 
calmed down from the job of getting 
husbands to work, children off to 
school, and have had some time to 
do housework and get dressed.” 
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TEXACO BRASS witness drawing for three Renault Dauphines. Left to right: C. F. Gun- 
ther, New York, division manager; J. T. Bolger Jr., assistant manager of general sales; 
M. J. Breiner, district manager; Leo Shore, manager United Super Service Texaco Inc., 
and Orrie Schuer, Texaco dealer. Charlene Hargrove, N.Y. queen, is drawing. 


Texaco Tries Big Premiums 


Launched in the East with boats, transistor 
radios and foreign cars, this giveaway may 


be going nationwide. Here's how it works 


IN JULY Texaco’s New York divi- 
sion began a series of premium pro- 
motions involving expensive giveaways 
of foreign cars, boats and transistor 
radios. Cost is split between the com- 
pany and participating dealers. 

Similar programs in other areas 
may follow if division offices like the 
idea and if they can line up dealers 
and suitable premiums. 

Giveaways in the Metropolitan New 
York district were three Renault autos 
and 30 transistor radios. The only 
advertising consisted of a quickie 
newspaper campaign and point-of-sale 
material. 

Awarding Prizes—Several methods 
of awarding premiums are being tried. 
In one district, car Owners were 
required to fill in an entry blank by 
completing this sentence in 10 words 
or less: “I like doing business with 
Texaco dealers because . 

The Metropolitan district simply 
held a prize drawing. Aside from 
visiting a Texaco service station to 
fill out an entry blank, consumers 
had nothing else to do, and nothing 
to buy. 

Typical premium offers in other 
districts are five Fiat cars in northern 
New Jersey, and boats on Long 
Island. An upstate New York district 


is said to be ready with a boat-car 
plan. 

Dealers Share—While no official 
cost figures have been made public, 
it’s estimated that one district spent 
about $20,000. About 134 dealers are 
thought to have joined in the program. 
paying something like $70 each as 
their share. 

In another, smaller district, where 
only about 40 dealers came in on the 
campaign, the cost per dealer is 
reported as around $120 each. 

Costs can vary a good deal, de- 
pending not only on the number and 
kind of giveaways, but also on the 
scope of the advertising used. There 
are indications that Texaco gives its 
division offices considerable latitude on 
both points. The requirement that 
dealers pay half the cost acts as an 
automatic control over expenditures. 

Does It Sell?—As with costs, there 
won't be any official word on results. 
A quick check among dealers indicates 
a reasonable degree of satisfaction. 
Gallonage isn’t skyrocketing, they say, 
but they feel they’re getting their 
money’s worth. 

A few dealers said they’d like to 
see the campaign draw more new 
prospects. They reported a preponder- 
ance of entrants are present customers. 
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Just ‘30 More’ | 


Big oaks from acorns 
grow, figures Sinclair 


THIRTY GALLONS of § gasoline 
doesn’t sound like much. That’s why 
Sinclair put on a drive this summer 
to get every dealer to shoot for 30 
extra gallons a day. Seems like an 
easy target. 

If you multiply 30 gal. by Sinclair's 
29,000 outlets, and that in turn by 
six days a week, you've got a weekly 
goal of more than 5-million gal.— 
more than a quarter of a billion gal- 
lons yearly! 

To dramatize the campaign, Sin- 
clair marketing men went around 
wearing badges with the provocative 
legend “30 More.” Top executives 
made special field trips and talked at 
special meetings to sell the “30 More” 
idea to the whole organization. 


Memos... 


Cities Service (Pa.) is giving away 
free antique steamboat color prints. 
The campaign is the fourth in the 
company’s “Americana” print series. 

A portfolio of three steamboat 


prints was available in August. A | 
portfolio of another three is avail- | 


able this month. 


All the customer has to do is fill | 


! 


in a request card he gets at Cities | 


Service dealers. 


>A new trading stamp redeemable 
for cash rather than for merchandise 
premiums will be available in Arizona 
soon. 


A book of 1,000 dime stamps re- | 
deems for $1 in cash; 10 books re- | 
deem for 10 shares of common, non- | 
investment | 


voting stock in an 
company. A customer can get stock 


also with a minimum of three books | 


and the balance in cash. 
Participating merchants 
shares for each 10 pads of 10,000 
stamps purchased. 
The plan is being introduced by 


get 10 | 


Accumulated Capital Inc., Phoenix, | 


Ariz. 


Site Oil, private-brand oil 


mar- | 


keter, is putting on an eight-state ad- | 


vertising campaign this 
drive-in theatres. 

Two special 60-second film com- 
mercials will be shown. A double 
Site coupon will be given to each 
driver entering the theatre. One half 
the coupon is worth 20¢ on a $2-or- 
more purchase of gasoline; the other 
half is redeemable for a free toy. 
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SELL MORE CONSUMER ACCOUNTS WITH BENN 


Handsome Fleet Jr. pumps will help 
you open new consumer accounts. 
These modern, efficient pumps 
bring your customers 3-way fueling 
economy... 

1. Accurate control of fuel costs 

2. Easier, faster, safer refueling 

3. Padlock provision ends pilferage 


And Fleet Jr. pumps are inexpensive 
for you to operate and maintain! 
Heavy gage steel housing over strong 
welded chassis withstands rough 
treatment. Working parts easily ac- 
cessible for inspection, adjustment. 


Kd 


Le, 


Get higher volume deliveries and 
more business from the pump that 
saves two ways — less maintenance 
for you; more fueling economy for 
your customers. See your Bennett 
representative. 


© DIRECT DRIVE ROTARY VANE PUMP 
© HORIZONTAL REGISTER 


© PERFECT DIAL READABILITY— 
REGARDLESS OF VEHICLE SIZE 


© BUILT-IN STRAINER AND CHECK & 
BY-PASS VALVE 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION » MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 


(To obtain more data on advertised products see page 176) 
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earon INDUCTALLOY 


LAST 
3 to 10 TIMES 
LONGER 


Through billions of miles of heavy-duty 
service, Eaton Inductalloy Axle Shafts have 
proved their ability to deliver superior 
performance. Freedom from break-down— 
more time on the road, less time in the 
shop—plus thousands of trouble-free miles 
added to axle life, mean lower over-all 
operating cost. veumeemae 
Eaton’s exclusive method of dual hardening truck axle SHAFTS 
shafts produces an extremely hard case extending deep 

into the material structure, and enables Inductalloy Axle 

Shafts to handle more work and abuse without fatigue 


failure. 


Eaton Inductalloy Axle Shafts are available not only in ORDINARY 
new axle equipment, but also as replacements for earlier 
models. Ask your truck dealer for complete information. 








AXLE DIVISION 
E A Bee MANUFACTURING COMPANY 
CLEVELAND, OHIO 
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For Many Years Tank-Trailer Users Have Testified 
To Fruehauf’s Extra Value By Profitable Operation 





Es ——~ 











NOW-—tTransit Inc. operates 8,000 gallon aluminum 
Fruehaufs 





Re Pvc 


'NORTH— Petroleum Haulers is payload-conecious and SOUTH— wieaaeinettieninta is a steady, well-pleaced 


Fruehauf-conscious 


Fruehauf customer 


ce ~o primes sexannst aida ok 


EAST Matlack relies on Fruehauf for dependable WEST—Cantlay & Tenesle epi an i eptendute 


equipment 


Fruehauf fleet 


FRUEHAUF TRAILER COMPANY 10948 Horper Avenue + —_Detroit 32, Michigan 


For Forty-Five matte Fruehauf | 
Trailers On The Road Than Any Other Make! | 


Send illustrated facts at once, with no obligation to buy, on the Fruehauf units checked: 
() Steel () Aluminum ([] Stainless Steel 

NAME te 

COMPANY _____ 

pO 

CITY ne 
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Humble’s drive to the West Coast is under way. The Humble brand entered Arizona in July (see picture above) 


Humble Oil: California Bound 


Big changes are afoot in Humble’s marketing department now—from 
the top down. You're in for some surprises. Here's what to look for 


|S pong Oil & Refining, which ramrodded its 
way to the top of the Texas market following 
World War II, is preparing itself for another big 
move: a westward drive to the California coast. 

The company moved into Arizona in July. Al- 
though it hasn’t said officially it’s California-bound, 
in all probability Humble will be on the coast in 
a year or two. 

This would give Humble a territory extending 
from the Texas Gulf Coast across New Mexico, 
Arizona and California. There’s no other route 
open to Humble for expansion. A move in any 
other direction would result in a head-on clash 
with other members of the “Jersey family.” 

As it pushes westward, oil marketers familiar 
with the Humble’s operations in Texas may see 
some strange things. For instance: 

e@ Some relaxation, though very slight, of a 
former rigid policy of marketing direct, principally 
through commission or salaried distributors. 

By MARVIN REID 
Southwest Editor 


e@ The operation of one or more private-brand 
distributorships on the side. 

e@ More authority and responsibility put in the 
hands of field people. In the past, Houston head- 
quarters has kept a tight rein on all operations. 


Step One: Reorganization 


The big thing going on at Humble now is the 
internal reorganization of the marketing depart- 
ment. 

In Texas, competitors give large credit to Hum- 
ble’s tremendous rise—from fifth place in 1945 
to first in tax-paid gasoline sales in 1951—+to its 
centralized, direct method of operating. Humble 
has remained on top in Texas for almost nine 
years now, although Texaco is threatening to 
regain the top this year. 

During the period from 1945 to 1957, Humble’s 
tremendous surge was directed by Frank A. Watts. 
As general sales manager, Watts believed in top- 
quality products, top service, blanket promotion 
and advertising; and he saturated the company’s 
territory with Humble stations. 
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. . . Humble introduced its private-brand ‘Arizona’ there, too 


He also believed in “controlling’—although 
Humble would never use such a word—wholesale 
and retail distribution at the headquarters level. 

Watts’ marketing philosophy worked, as his 
Texas competitors will avow. He not only called 
the shots, but aimed his artillery and then closely 
inspected the results. 

Under Watts, Humble first expanded north and 
east in Texas, doubling and tripling its sales volume 
and the number of its stations. Then Humble 
strated to move westward through the Texas Pan- 
handle and into New Mexico. 

Decentralization Begins—With broader bound- 
aries, decentralization of marketing became more 
necessary. In 1958 a new man was brought into 
the marketing picture, Russell H. Venn. He be- 
lieves firmly in decentralizing. 

Venn is now manager of Humble’s entire mar- 
keting department. This takes in all Humble prod- 
uct sales activities, including petrochemicals. 

Venn, 47, started reorganizing the company’s 
marketing setup slowly. But with Watts retiring 
Aug. 1, the move has picked up momentum. 

Venn’s ultimate goal is this: 

Headquarters will act strictly as a long-range 
policy-making body. It will, naturally, constantly 
evaluate the results of operating policies as they 
are put into effect by field people. 

Authority and responsibility for carrying out 
the policies will rest with the company’s four divi- 
sions. These divisions will operate as separate en- 
tities, with their own budgets. 
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Venn (left) succeeds Watts (right). President Davis looks on 


As Venn puts it, “They'll be little marketing 
companies.” 

The main sales effort will be concentrated in 
the 11 districts. Venn’s prime goal is to free his 
district people for sales work by eliminating much 
of the paper work they were required to do when 
headquarters was calling the shots. 


Transition Problems 


How are Humble sales people taking to the 
transition from Watts to Venn? And, more impor- 
tant, what are their reactions to Venn’s decentrali- 
zation ideas? 

More than 1,000 Humble marketing employes 
are affected by the change. As you would expect in 
such a large group, there’s some resistance. But 
it’s been surprisingly light. In the ficld, in fact, it’s 
said most employes have snapped at Venn’s de- 
centralization eagerly. 

“Most any live-wire man wants responsibility 
and authority to act on his own. He wants to show 
what he can do,” says one. “This is something 
most of them have been wanting for years.” 

This isn’t to say that Frank Watts’ marketing 
policies weren’t accepted. They were. Few major- 
company marketing department heads receive the 
loyalty Watts got during his days. 

But as another Humble man puts it, “We are 
starting a new phase in marketing now.” Watts 
could reiain tight reins at headquarters because 
his territory was relatively small. Venn probably 
couldn’t, on the other hand, even if he desired to, 
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(Begins on page 152) 
because the area will be inflated by expansion west. 

What About Venn?—Many people have won- 
dered about Venn’s refining background. “Does 
he know marketing?” some ask. 

It’s true that before he was tagged as market- 
ing department manager he hadn’t been directly 
connected with what Humble formerly called its 
“direct sales”. He is a refining man. But as head 
of refining he was connected with certain bulk 
and petrochemical sales. 


Venn seems to be first of all an organization 
man. This can be seen in the sweeping changes 
he has already put into effect. He’s described by 
most Humble people as very keen, easy-going 
and polite; a man who “knows what he wants and 
causes other people to desire the same things.” 

One Humble man refers to Venn almost rever- 
ently as “a damn-near genius.” He maintains Venn 
could operate any Humble department efficiently,. 
or all of them put together. Others agree with this 
more or less, saying he has grasped marketing 
fundamentals well in the short period since 1958. 


How Will Humble Change? 


Outsiders will be looking for possible changes: 
in Humble’s basic marketing policies. 

Venn told NPN recently he doesn’t intend to 
stray far from the old system of selling mainly 
through commission and salaried distributors. But 
some things have already happened indicating he 
can be flexible on this point. 

To hit the Arizona market in July, for instance, 
Humble made a distributorship agreement with 
Western Petroleum Co., formerly a Gulf jobber. 
The Western properties, plus stations purchased 
from independent Doyle Willis (who had been 
operating under the names of Sahuaro Petroleum 
and Five-Star), make up the 131 stations Humble 
now has in Arizona. 


Not all of these operate under the Humble 
brand. This also represents a departure from past 
practices. Of the total, 89 are Humble-branded 
and 42 sell under the brand of “Arizona.” 

Venn says the Willis properties were purchased 
outright and a distributorship arrangement was 
made with Western Petroleum “so we could get 
into Arizona on a representative basis from the 
start.” He points out it took Humble, mainly build- 
, ing new stations, some three years to “really get 
into New Mexico.” 

In addition, Venn says “three or four small job- 
bers” have been taken on by Humble in recent 
months. He maintains, however, that none of this 
represents any departure from the company’s di- 
rect-marketing policy. 


Venn indicates, too, that the “Arizona” private-- 


brand operation isn’t significant. Humble had a 
chance to buy all or none of the Willis properties, 
so took the package. Some that couldn’t be brought 
up to Humble standards or designs were put under 
“Arizona.” 








ere 
| MARKETING DEPARTMENT | ~ 
Humble Oil & Refining Co. 
(August 1959) 








Reorganization: divisions will be little marketing companies 


What to Watch For—As the Humble brand 
moves on toward the coast, here are some of the 
things marketers can expect to see: 

e Great stress on quality products and service. 

These are two factors that helped Humble hit 
the top in Texas, and Venn isn’t about to abandon 
them. Process arrangements have been worked out 
with El Paso Natural Gas Products for Humble’s 
Arizona sales, and octanes there will be 90 re- 
search regular, 100 research premium. 

e Heavy advertising and promotion. 

Humble has sponsored broadcast of Southwest 
Conference football games for 26 years, and this 
has proved very effective advertising. The com- 
pany has already made agreements to sponsor 
broadcasts of Arizona State and University of 
Arizona games. 

Humble also does much advertising in daily 
newspapers, and uses radio and TV spots in spurts 
to bolster special sales campaigns. 

@ Possibly some expansion in the private-brand 
field. 

Venn says Humble doesn’t particularly want to 
get into private-brand marketing as some other 
majors apparently are doing. On the other hand, 
it’s logical to assume Humble may be offered 
package deals in California just as it was in Ari- 
zona. So there could be more Humble private 
brands. 

Humble currently has about 3% of the New 
Mexico market. Nobody will say how much they 
were shooting for when they moved into Arizona, 
but it’s believed they hoped to start out with 
between 4% and 5%. 

In Texas, Humble had 16.31% of the market 
at the end of 1958. That made them No. 1. Having 
once breathed the heady air at this altitude, Hum- 
ble’s not likely to settle for less in other states. @ 
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LONG PROFITABLE SERVICE under the 
ROUGHEST, TOUGHEST CONDITIONS 


Your Brockway Huskie is designed and built to haul your load over the 
terrain you haul it. All major components — engine, clutch, transmission, axles 
— are matched and balanced to give you hauling power that fits the re- 
quirements of your job. Even the famous Brockway chassis is custom built. 
If trucks are the tools of your business, Brockway can point your way to 
higher profits. 


Some of the NEW 
Brockway Huskie features: 


© Wider choice of power 
— gasoline or diesel 


@ Larger cooling capacity 

© Improved power steering 
@ All steel, Safety-View cab 
®@ Dual headlights 

© Step-Aside fenders 

@ Easy-Access maintenance 


A Living Legend 
of the Highway 
for more than 


45 year ‘ 


——— 


ND, N. Y. 


rucks, Inc. — 














‘Supermarket’ atmosphere is created by oversized lot, spaced-out islands, no service bays, ‘specials’ billboard. 


Conoco Builds ‘An Outdoor 


Stripped for action, this experimental station is out to play the 
game of private-branders—but at major-brand prices. Here’s how 


ONTINENTAL OIL has opened an experimen- 

tal station in Houston that may help answer a 
big problem for major-company station designers. 
The problem: How to compete with independent 
and private-brand-type stations for the quick-serv- 
ice trade. 

The Conoco station seeks the atmosphere of 
what can be called “an outdoor petroleum super- 
market.” It resembles private-brand-type outlets 
both in merchandising practices and appearance. 


Where the ‘Supermarket’ Comes In 


Like many grocery supermarkets, Conoco’s sta- 
tion has a large billboard advertising “specials.” 
It’s made of corrugated plexiglass, has space for 
four lines of 10-in. removable letters. 

One thing Continental wants to find out is 
whether these specials will attract motorists as 
much as the cut-prices of private-brand stations do. 


Conoco has been toying with the idea of using 
low-priced premiums with gasoline purchases as a 
sales booster. The company has experimented along 
this line at other stations, but the new supermarket 
outlet should give more conclusive results. 

So far the station has posted going major-brand 
prices, and this practice is expected to continue. 

In merchandising, the station makes a big de- 
parture from conventional major outlets in the 
Southwest. 


For instance, it offers no wash or lubrication 
services. It won’t go in for minor automobile re- 
pairs, and won't sell tires. 

The station does merchandise small accessory 
items and small package petroleum products. Lube 
oil sales are stressed with display stands on each 
pump island. 

Various premiums are offered from time to time. 
A recent one was watermelons for 55¢ with fillups. 
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Showroom has batteries, accessories, no tires. 


New Ideas in Stations 








The only office for attendants is enclosure on pump island. 


Petroleum Supermarket 


interior of the rear wall is lined with imported 
red Venetian glass tile. 

e@ Submersible pumps service the driveway area 
by remote control from two 8,000-gal. underground 
tanks. Pump island and water devices are reel- 
retractable and recessed in each island. 


How It’s Designed 


Conoco’s station resembles a supermarket in 
other ways. It’s spacious, with 250-ft. frontage. 
Four pump islands are spaced widely. Buildings 
are arranged in a semi-circle at the back corner 
of the lot and connected by a striking wave-like 
roof. 

These buildings, three of them, are separate units. 
One has rest rooms and vending machines (ciga- 
rettes, candy, sandwiches and soft drinks), another 
has a showroom for bright displays of small ac- 
cessory items, a third has storage space for specials. 

It has no service bays. Unlike most major-brand 
stations in the Southwest, it has no canopies over 
the driveways. 

Other features: 

e@ Headquarters for attendants is an air-condi- 
tioned, glass-enclosed sales office on one of the 
pump islands nearest the street. For quick service, 
four salaried men are usually on duty. 

e Motor oils, batteries and small accessories 
are displayed in a showroom on a 4.5x9-ft. ar- 
rangement of shelves. The front and two sides of 
the showroom are glass from floor to ceiling. The 
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More of the Same? 


The new station is designed to test how well 
such an outlet, which doesn’t offer all the conven- 
tional services, will draw. It isn’t intended to re- 
place other Conoco designs. 

But Continental has already started a second 
station of the same type. It’s scheduled to be com- 
pleted sometime this fall. 


The company located its first station on one 
of Houston’s busiest throughfares, near a large 
apartment development. This location is expected 
to attract quick-service customers mainly, who 
have their lubrication and wash needs taken care 
of while at work or otherwise. 

Continental hasn’t revealed what the station 
costs. But one Houston equipment man estimates 
$30,000 exclusive of land. * 





Gulf has addressed this series to those who write and edit the news. 
It is reprinted here as part of Gulf’s public information program. 





GULF PRESS CONFERENCE 








A service of Gulf Oil Corporation in the cause 
of creating—through the facts as we see them 
—a fuller understanding of the oil industry. 


Oil-hungry America, 1959 


Oil is a huge business, It must be to meet America’s 
appetite for oil. Yet as swiftly as this appetite has 
grown since Colonel Edwin L. Drake brought in 
the first well 100 years ago—as enormous as it is— 
it emerges more unknown than understood. These 
days, how much oil is enough? 


Q.. Perhaps we should first ask this: how much oil do we 
really have today? 


A. Let’s start with Colonel Drake as a reference point. 
In 1859, he coaxed 2,000 barrels of oil from the ground. 
Last year, America’s total flow was 2,450,000,000 bar- 
rels. And the world’s known proven reserves were 
estimated at 252,000,000,000 barrels. 


Q.. That sounds like enough oil to keep us running for 
quite a long while. 


A. Not very long. If you limit the reserves to those in 
America alone, the best experts say that they offer us 
less than a dozen years’ supply. 


Q.That brings us to our appetite for oil. Just how big is it? 


A. To begin with, we really have more than one appe- 
tite. There is our need for oil as energy. There are our 
consumer product needs. And not least, our national 
defense needs. 


Q. How importantly does oil figure in our energy require- 
ments these days? 


A. You can accurately call oil the economy’s number 
one energy food. A century ago, we did 94% of our 
work with muscle power. Today, in exact reverse, fuel 
energies account for 94%. And over the 100 years, the 
Share of these energies supplied by oil and gas has 
climbed to 72%, It is still climbing. 


Q.. To bring this job down to cases, what of oil in industry? 


A. For one thing, our industrial output as measured in 
gross national product has increased by 2,253% in this 
century. And oil has played a key part not only in 
moving industry’s wheels, but also in lubricating them. 
Oil heats some 700,000 factories—some 9,000,000 pri- 
vate homes as well. 


Q.. Let’s turn to our transportation needs. What is oil’s 
role in supplying energy here? 


A. At last count, we had 56,000,000 cars and 11,000,000 
trucks and buses on our roads. They were using gaso- 
line at the rate of 53,000,000,000 gallons a year. Add 
to these 17,923 oil-powered ships and 28,331 diesel 
locomotives. 


Q.. You mentioned our appetite for consumer products. 
Is this, strictly speaking, an oil appetite? 


A. You judge. Oil is an essential ingredient in over 
2,500 things we use every day. The list grows too fast 
to keep count. 


Q. What are some of the items we would find on this list? 


A. One example is the insecticides we are using in al- 
most three times the quantity we did ten years ago. 
There is the asphalt we use on 80% of our paved roads 
and will use on many of the 85,000 miles of new road- 
way we'll be needing soon. 


Q. Don’t a good many of these products come even 
closer to home than this? 


A. Oil lubricates from 25 to 30 electric motors in to- 
day’s typical home. And beyond that, you may wash, 
shave and comb wholly with oil-derived products. Oil 
probably helped produce, transport and cook your last 
meal. Oil not only moves your car—it makes possible 
its tires, upholstery, glass, paint. 


Q.. That leaves national defense. Isn’t this appetite for 
oil a pretty obvious one? 


A. Perhaps. But not so its extent. In World War I, 
more than half the supplies our overseas troops asked 
for and got were oil supplies. The figure often ran to 
80%. And since then, our wars and war machinery 
have greatly increased that appetite. 


Q. Can you somehow put our defense needs today into 
more specific terms? 


A. As just one example, it takes five big 5,000-gallon 
tanker trucks to fill up the tanks of one of our big jet 
bombers. 


Q. Taking our total appetite, what can we expect will 
happen to it from here? 


A. You can safely say an oil-hungry America is getting 
even hungrier. In the next 10 years alone, we estimate 
our oil needs will rise by 40%. 

We cordially welcome further questions and com- 


ment, Please address them to Gulf Oil Corp., 
Room 1300, Gulf Bidg., Pittsburgh 30, Pa. 
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The very last item that goes onto your container is 





the first thing your customer touches, uses, If it’s a 
Tri-Sure drum closure it can go a long way toward 
making the kirid of first impression that lasts. Because 
your customers know—orily Tri-Sure closures, with 
their interengaging flange, plug and seal, give positive 
protection against leakage, seepage, pressure, con- 
tamination . . . ever pilferage! Further, Tri-Sure clos- 
ures offer other benefits: Lower shipping costs — 
Up to % lb. less weight than any other closure! 
Better drainage — Flange fits flush inside the 
drum head. Every last ounce pours from every drum. 





100% leakproof — Plug gusket can’t work loose. It’s 
“seated” within the flange. Tamperproof—-Cap seal 
stops pilferage, substitution : + 
Tri-Sure closures areavailablein a 

wide range of materials to fil you? Tri-Sure 
special needs. No wonder, Tri-Sure Lo: 

closures are thought of first... speci~ : 

fied most often...all over the world! 


AMERICAN FLANGE & ZANUFACTURING CO. INC. — 


30 ROCKEFELLER PLAZA, NEW YORK 90, N.Y. « CHICAGO, ILL. « LINDEN, N.J. + NILES, OMI 
CANADA . AUSTRALIA ' mexico al BRAK 


AND NO WONDER! It’s the sellingest program PEAK dealers 
ever had. Bold and original in concept, but developed with one 
objective—to move PEAK and move lots of it. See what we mean! 


td , 
Pan ee 


PEAK’S IN “LOOK” AND “THE 
SATURDAY EVENING POST”! 


Four-color ads tell the PEAK sales 
story—talk up PEAK’s unique years- 
ahead formula’and how it’s “made to 
order” for the aluminum in the new 
cars. The whopping audience for this 
campaign? Over 61 million readers! 








PEAK’S ON THE HIGHWAYS 
OF AMERICA! 


This year’s outdoor billboard has got 
what it takes to command attention pF AK 
from millions of motorists in key mar- i 
ket areas from coast to coast. What s Open wide and Say the 

with the billboards and magazine ad- . 

vertisements, the people that won't ANTI-FREEZE 
know about PEAK either can’t read ee with Rust-Guard 
or don’t own cars! é : ; 

















THEM GOING FOR PEAK’ 


the ANTI-FREEZE with RUST-GUARD! 


ee 


PEAK 


Nia 4: 


PEAK‘S AT THE 
POINT OF SALE! 


The new dealer kit contains only 
the kind of merchandising tools that 
have proven their worth as sales 
getters. The kit includes Expert 
Dealer Sign, Wall Chart, Billboard 
Banner, Product Banners and Wheel 
Tags. In other words, PEAK’s at 
the point of sale with SELL! 


_ 


ANTI- FOAMING 

















--e AND PEAK’S PRICED TO SELL! 


First off, emphasis is focused on the benefits of 
having PEAK installed by the expert dealer at the 
“in-the-car” price of $3.25 per gallon. Then, on 
top of that—an “install-it-yourself” price of $2.39 
per gallon. The whole point of this realistic pricing 
plan: to move in on the chain stores and super- 
markets to keep anti-freeze sales — and profits — 
where they rightfully belong. 


PEAK with 


RUST-GUARD 


the years-ahead anti-freeze 
the highest-quality anti-freeze 


ORDER YOURS NOW! Hop WAY 


ANT! FREEZE 


Order NOR’'WAY Too Mga 
It’s the non-permanent type 
for your budget-watching customers. 


developed by COMMERCIAL SOLVENTS CORPORATION 


260 MADISON AVENUE, NEW YORK 16, N.Y. 








FOR YOUR NEEDS 


e Tripping lever for locking 
or releasing arm 


e 180° swing permits deliveries from 
either side; 5 locking positions 

















“ail 


e Button on top of handle 
controls motor 


e Adjustable arm extends from 
14% to 23 in.—fits any size reel 


e Removable pulleys make hose replacement 
easy, without removing nozzle 





Fully adjustable hose guide cuts delivery time, lengthens hose life 


More deliveries per hour! Less wear and tear on hose! 
Guided unwinding and level rewinding! You get all these 

on new or old trucks—with the Philadelphia Valve 
hose guide! Ball-bearing rollers can be removed to per- 
mit replacement of hose and the symmetrical rollers can 
be inverted to double the life of the flange. Arm swings 
out of the way when traveling, locks in any one of five 
positions when in use. Adjustable arm length permits its 
use on any size reel, guides hose around corners of 
truck. Unit weighs only 141% Ib., withstands a 500-Ib. pull. 

Ragged construction means long life that virtually 





assures freedom from replacement costs. Control wires 
are fully enclosed to prevent cutting by hose. Write to 
us of your distributor for full details. 


PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. e OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. » HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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Research 


Do Dealers Think Brands Differ? 


Less than half the dealers in Los Angeles do, 
according to a recent survey. The rest think 


major brands are about equal in all respects 


WHEN ASKED whether they agreed 
or disagreed with the statement: 
“Most major brands of gasoline give 
about the same over-all perform- 
ance,” 58% of the service station 
dealers surveyed said they agreed 
there’s not much difference. 

Asked about number of miles per 
gallon and amount of engine fouling, 
approximately the same _ percentage 
agreed again. There were more “no 
answers,” however. 

The survey was based on 2,100 
telephone interviews, 1,358 of them 
with service station dealers in Los 
Angeles County, excluding the south- 
ern coastal area. It was conducted by 
Forbes Marketing Research Inc. as 
part of a study done for a TBA man- 
ufacturer. 

What’s It Mean?—The results give 
more proof of what most suppliers 
already know or strongly suspect: 
They still haven’t sold their dealers 
on the idea that their brand is supe- 
rior to others—even in a prime mar- 
ket like Los Angeles. 

The big exception is Tidewater Oil 
Co., which launched a big advertising 
and sales promotion campaign based 
on gasoline octanes and performance 
nine months before this survey was 
taken last January. Only 29% of the 


Flying-A dealers said major brands 
give the same performance. The next 
best scores were Richfield’s 46%, 
Union’s 48%. 

But there’s room for optimism, too. 
More service station dealers said there 
was a difference between brands than 
garages or car dealers did. Brand 
knowledge and loyalty seem to in- 
crease the closer you get to the people 
directly connected with the industry. 

Small Sample — A prime market, 
Los Angeles county, which ranks first 
in passenger car registrations (2.3- 
million), is nevertheless nontypical. 
so what dealers there think may not 
reflect national feeling. 

Independent brands are stronger in 
Los Angeles than in most other areas. 
In answering the question, respond- 
ents may have considered “major 
brands” as “important” or “well- 
known” brands rather than only major 
oil company brands. 

Five years ago a Du Pont survey 
reported West Coast dealers in gen- 
eral were the least brand conscious of 
those in any region: 73% saw no dif- 
ference in regular grades of major 
brands, 62% saw no difference in 
premium grades. So Los Angeles’ cur- 
rent 58% possibly indicates an im- 
provement. E 


For Gasoline Diesel... ete 


HIGH SPEED FOR 
HIGH GALLONAGE AT 
REALLY LOW COST 





Percentage of dealers who think major brands 
of gasoline are about the same: 


In Over-All in Miles 
Performance Per Gal. 


Regards 
In All 
By Type of Outlet 
Service station ae 58% 
Garages 70 
Car Dealers 
All Outlets 62 
Service Stations Only—By Brand 
Signal é; erent 
Texaco 
Hancock 
Wilshire hfe 
Harbor and Hanes 
Rio Grande .. 
Shell . ere ; f 
Chevron* ... ae ee , : We'll See You A 
Magnum 
Seaside 
Mobil 
Standard* 
Union : 
Richfield : 40 
Flying A 
* The survey was completed before Standard Oil Co. of California switched from the Standard 
brand to the Chevron brand at company-operated stations 
Source: Forbes Marketing Research Inc. 


Thoroughly proven...the high 
cost model 30 


time in half 


speed, low 
cuts ‘fuel-up 
valuable time of 


saves men 


and mobile equipment 


t The 


A 
in 
CONVENTION ™ 
MINNEAPOLIS, sept. 27 


WM. M. WILSON’S SONS, INC. 


Lansdale, Pa. 





September, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 176) 














page 176) NATIONAL PETROLEUM NEWS eptember, 19 





you, too, can prevent 
carburetor icing by using 
the world’s most potent, 
lowest-cost anti-icer... 


Automatic chokes and transmissions are just great in modern cars . . . except when 
atmospheric conditions cause carburetor icing! 

But you can prevent carburetor icing . . . in any car, old or new... by 
ice-conditioning your gasoline with Unicor LHS. 

This entirely different kind of anti-icer is the most potent of all and lowest in cost. 
It blends instantly with winter grade gasoline, and, not soluble in water, is not 
extracted from gasoline by moisture. In addition, Unicor LHS is a highly effective 
corrosion inhibitor and detergent, prevents rust and corrosion, keeps manifolds 
free of crippling deposits. 

Get started today with Unicor LHS. Write, wire or phone our Products 


Department for information, samples or commercial quantities. 








UNIVERSAL OIL 
PRODUCTS COMPANY 


30 Algonquin Road, 
Des Plaines, Illinois, U.S.A. 
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Here’s graphic proof from M.O.S.T. marketers that 


THE a ) 


[fjaximumGjerortunity FORIGJALES aGjurnover 


Maximum opportunity for 19% 
battery sales 


The first five months of 1959 showed a 9% 
industry increase in battery sales. But look 15% 
what M.O.S.T. marketers report for this 
period, M.O.S.T. marketer “A” covering 11 13% 
states shows a whopping 18.1% increase or 
double the industry average. 11% 

Marketer “B” distributing in 14 states re- 
ports a 14% increase or 50% greater than 9% 
the industry. 

Marketer “C” tested the sales opportuni- 
ties of the M.O.S.T. system in a specific 
area known for its abnormally tough com- 
petition. The results were so gratifying that 3% 
he has embarked on a vigorous M.O.S.T. 
system program for his entire 23-state dis- 1% 
tributing area. 


Maximum opportunity for MARKETER “A” MARKETER “B"’ INDUSTRY AVERAGE 
battery turnover 
No huge pile of 2 M.O.S.T. bat- 


Brisk turnover is the other half of the -» batteries neces- ; teries (28-N and 
M.O.S.T. story. Marketer “A” sold 2400 12- sary to serve all ij. 24-S) serve 12- 
volt batteries from two distributing points. ay. . ease 

Of these, only 10 60-K and 3-EE were in- 
cluded in this sales volume. Normally, a 
stock of 168 60-K and 3-EE batteries would 
be required, but with the M.O.S.T. system 
he was able to channel these sales to the 
28-N and 24-S M.O.S.T. batteries. This pro- 
vided faster turnover of the 28-N and 24-S 
types and almost completely eliminated an 
inventory of slow-moving 60-K and 3-EE bat- 
teries. Marketer “A” has found that dealers 
and customers like the interchange — prac- 
tically all sales are in the 28-N and 24-S 
M.O.S.T. batteries. Marketer “B” reports 
similar results: Fewer types in stock with 
faster turnover for greater profits. 








17% 

















7% 


5% 

















This tale of three marketers is a success story that never have to stall a customer, lose a sale or carry 
is being written everywhere. Why don’t you take a mountain of batteries that seldom sell. Instead, 
advantage of the M.O.S.T. system — your maxi- with the M.O.S.T. system, you and your dealer 
mum opportunity for sales and turnover. You need have a low investment; fast, complete turnover. 

carry only four sizes in M.O.S.T. batteries — or For the complete story on the M.O.S.T. system, 
eight sizes for complete quality selection. Dealers write Globe-Union today. Ask for Bulletin G-100. 


GLOBE-UNION INC. 


SPLit.s STARTING MILWAUKEE 1, WISCONSIN 
“SECOND 


/f it’s petroleum-powered there’s a GLOBE-BUILT battery right from the start 
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Easiest of all TBA installations, all you do is wipe out the housing with a damp cloth 
(left) and slip a new element in place (right) for a fast 45% profit 


Bonus: Dry Air Filters 


Don't let your dealers miss out on the 
potential volume in this new TBA product 


HERE’S AN ADDITION to the 
TBA line that deserves a warm 
welcome. It’s the new dry-type air 
filter first introduced two years ago 
and now coming into general use. 
As yet dealers don’t know too much 
about it, according to Jim Lightburn, 
Purolator vice president. 

Discussing what he calls the com- 
ing boom in air filter sales, Light- 


burn says the dry air filter is either 
standard or optional equipment this 
year on all models. All cars _ will 
come equipped with them next year, 
he predicts. 

Every car so equipped needs a new 
filter at 10,000 miles. Lightburn notes 
that’s about what the average car 
owner drives in a year, so that every 
year from now on the replacement 


New Packaging Design 


Dupont and design consultants have devised 
a style line for automotive specialties 


STRIKING NEW DESIGNS are 
appearing in current shipments of 
about a dozen products in Du Pont’s 
No. 7 line of automotive specialties. 
Eventually all 44 products in the line 
will come out with new style con- 
tainers. 

The new packaging was worked 
out with the aid of Mel Richman 
Design Associates Inc. of Philadelphia 
and New York. The aim is to create 
a “total brand image” so that the 
entire package says “Du Pont” even 
before any portion of the lettering 
is read. This is accomplished mainly 
by using the red and white oval Du 
Pont trademark in a new setting. Chief 
feature of this new setting is a broad 
white band surrounding it. The swirl 
shape of the white band suggests 
motion and builds shelf impact by 


seeming to merge one container with 
another to form a total visual pat- 
tern. 

Old No. 7—The figure “7” also ap- 
pears in the lower part of all new 
package designs. The curious No. 7 
tag is a carryover from the original 
Duco No. 7 automobile polish, first 
marketed 34 years ago. 

Offered shortly after lacquer was 
adopted as an automobile finish, Duco 
No. 7 was the first real improvement 
over the old oil polishes. After its 
initial success it dominated the mar- 
ket for a long period and became 
one of the oldest and most valuable 
TBA brands. 

That’s why the “7” symbol is pre- 
served even on “Shield,” Du Pont’s 
newest entry in the automotive wax- 
polish field. “Shield” is described as 
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Tires—Batteries—Accessories 





demand will undergo a steady ex- 
pansion. 

Easy Money—Lightburn cites two 
big reasons why dealers ought to go 
for dry filters: 

e At the present price of $4.00 
per unit, dealer profit is 45%. 

They’re a cinch to put on. 

e The second reason deserves ap- 
plause from all quarters. Here’s a case 
where the automobile makers have 
added something that’s simple and ac- 
cessible. As a result, oil companies 
don’t have a big training problem on 
their hands. 

In fact, the dry air filter presents 
so few problems, Lightburn fears it 
may be forgotten. He suggests three 
steps oil marketers should take to 
help the dealer: 

e Assure him that even though 
this is a new product he can sell 
them to his customers without fear 
of comebacks. They've had plenty of 
trials in actual service. 

e Impress on him that a clogged 
air filter acts like a partial choke 
that can seriously affect gasoline 
mileage. 

e Help him stock the right sizes. 

This means that somebody has to 
chart the demand from sales flow 
figures. 

That kind of education comes 
natural to oil men, Lightburn believes. 
With some intelligent guidance they 
can put their dealers in line for some 
easy extra money. 1d 


“Du Pont” stands out. Swirl pattern 
ties in all cans displayed together. 
Familiar “7” identifies entire line. 


a solvent-type polish that deposits a 
silicone-wax protective coating. It’s 
for use on all new types of car 
finishes. 

Color Groups—Research guided to 
a large extent the choice of a pre- 
dominant color to identify a group 
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PERSONALIZED 
PRACTICAL 


GIVEAWAYS 


AND GOODWILL BUILDERS 


LOW COST, LONG-LIFE 
PROMOTIONS THAT 
BUILD GOODWILL 


OILERS 
with 
YOUR 
IMPRINT 


IDEAL FOR 
HOME 
OFFICE 
SHOP 


Attractive as they 

are useful... these 
handy little oilers are 
wonderful goodwill 
dispensers, too! They’re 
tops with both men and 
women. 


LUB-A-KIT 


with your IMPRINT IN GOLD 


Three famous specialized lubricants in a 
handy reusable plastic case. YOUR IM- 
PRINT in gold on cover. LUB-A-KIT is 
nationally advertised at $1.00, but it’s 
available in quantity at amazing low cost. 
A practical, attractive gift or self-liquidat- 


LUB-A-PAK 


th YOUR NAME IMPRINTEL 


3S. way gift at 


SPECIAL SERVICE 
FOR OIL COMPANIES 


Panef will package your oil in 
this clear, clean plastic dis 

r imprinted with YOUR 
NAME t's a sure-fire pro- 
motion that combines long-life 
and good will 


Write fer complete information and prices. 


PANEF MFG. CO. 


AUKEE 1 Wis 
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of products in the line. For example, 
cooling system products have a blue 
top and a silver body. 

Appearance products have a gold 
top in combination with cheerful 
contemporary colors that go with the 
modern colors in new cars. 

Silver, gold and blue scored highest 
in the test as colors usually associated 
with automotive specialties. 

Tests were also conducted to de- 
termine the best shapes for the new 


packages. Shapes used in the old 
packages turned out to be highly 
acceptable. As a result no new shapes 
were recommended by the Mel Rich- 
man designers. 

Among the products already in the 
new packages are brake fluid, white- 
wall tire cleaner, fabric cleaner, 
chrome polish, clear rubber dressing, 
and a fuel additive. The plan is to 
complete the switch to new style 
containers by the end of the year. @ 


Straws in the TBA Wind 


The high rate of unnecessary battery failures 
shows it's time for more voltage regulator work 


THE HIGH PERCENTAGE of un- 
necessary battery adjustment claims 
was one of the principal topics at 
TBA conventions back in 1950 and 
1951. Inspections 

of batteries sent 

in for adjustment 

showed very few 

real defects. In- 

stead, the most 

common cause of 

early failure was 

prolonged  over- 

charging or un- 
dercharging. 

A number of 
o il marketers neil ie 
took steps to in- a evan 
terest dealers in aan Cpe 
servicing voltage regulators. Since 
then, although many dealers have gone 
into tuneup and related electrical serv- 
ice, charging rates seem to be as much 
neglected as ever. That’s the impres- 
sion you get from a report by Atlas 
Supply Co. analyzing causes of recent 
premature battery failures. 

In a report to oil companies that 
sell under the Atlas TBA _ brand, 
Atlas Supply says first of all that 
out of all the batteries that failed 
before the end of the guarantee 
period, only 5% had manufacturing 
defects. But look what the charging 
rates did: 


gee 


Undercharged 46% 
Overcharged 28% 
Broken parts 9% 
Abuse 8% 
Discharged 4% 

Total 95% 


A large portion of that 95% of 
unnecessary adjustment claims can be 
prevented by the dealer. More fre- 
quent testing of the batteries in his 
customers’ cars will show him which 
are not getting enough charge. And 


he can easily set up the charging 
rate for the low mileage driver, or 
lower it for the man who’s obviously 
running up abnormally high mileage. 
Perhaps it’s time for some more volt- 
age regulator education. 


»Tuneup Clue—Says one TBA man- 
ager: “Eventually I’m sure we'll carry 
ignition parts. Our really good deal- 
ers, which nowadays means 30,000 
gal. a month or more, all offer tuneup, 
mufflers and other minor repair serv- 
ice. We think it’s a good idea be- 
cause it gives them more stability.” 


Factory Shipments—How well are 
you doing on filling TBA orders by 
way of direct shipments from the 
factory to the dealer? It’s entirely 
possible to hit 60% or better. There 
are some division offices that consist- 
ently average well above that. 

In the search for marketing effi- 
ciency, there are plenty of oppor- 
tunities to lower the cost of TBA 
warehousing and distribution. It’s a 
field due for more attention in the 
future. 


>Oil jobbers, not dealers, are the key 
link in Phillips’ retread program. Phil- 
lips wants all its dealers to stock and 
sell a line of retreads bearing the Phil- 
lips trademark. 

Arrangements have been made to 
have the retreads produced in the 
local shops of four rubber companies, 
or in the shop of the local Phillips 
jobber if he has one. But wherever 
produced, the retreads will be supplied 
to dealers through Phillips jobbers. 

It’s only natural that Phillips’ move 
will spark new interest in selling re- 
tread equipment to all oil jobbers, and 
to dealers, too. For jobbers it’s a fine 
idea, say TBA men. But many of 
them are dead set against the idea of 
retreading in the service station. 
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Into storage or into transports, 


these pumps keep products flowing! 


Derenpas_e Gorman-Rupp pumps do double 
service for Clem Dufau, New Orleans, Phillips 66 
jobber, at his new bulk plant in Metairie, La. 
Each of these sturdy, self-priming Gorman- 
Rupp ‘‘O” Series Pumps is manifolded to pump 
products both into and out of storage. Unloads 
transports at 240 gom—loads them at 180 gpm. 
These are Centrifugal Pumps That Prime, so 


they keep pumping—intermittently or continu- 
ously—as long as needed. Safer operation because 
there is no check valve. Greater efficiency with 
straight-in suction that delivers liquids directly 
to impeller eye. 

Write today for information on Gorman-Rupp 
horizontal and vertical ‘‘O’’ Series Centrifugal 
Pumps That Prime! 


THE GORMAN-RUPP COMPANY 


305 Bowman Street - Mansfield, 


Ohio 


(To obtain more data on advertised products see page 176) 
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get to the bottom of large capacity truck tanks. 


LONG TUBES (6-ft.) suspended on boom arms can be in- 
serted directly over the hatch for true submerged loading. 


How Booms Cut Vapor Loss 


The design of the loading arm has more to do with efficient vapor 
control than any other factor, says Atlantic. Here's why ... and how 


i Soins CONTROL was Atlantic Refining’s pri- 
mary target in a recent large scale moderniza- 
tion job on loading rack equipment. From compar- 
ison tests of the gasoline vapor thrown off in tank 
truck loading, Atlantic operations men concluded 
that the design of the loading arm had more to do 
with efficient vapor control than any other factor. 

Using a Johnson & Williams saturation meter, 
they made many checks of vapor concentration at 
compartment hatches. Eventually it became clear 
that the chief requirement for minimum vapor loss 
is a drop tube that will always go all the way to 
the compartment bottom. With anything less you'll 
get increased turbulence and accompanying exces- 
sive vapor production. 


Getting to the Bottom 


To be sure of getting down on the bottom of 
today’s bigger trucks, Atlantic found two condi- 
tions had to be met: 

@ To begin with you need 6-ft. loading tubes. 

e@ In addition, the only way you can assure 
100% submerged loading is to install boom-type 
loading arm assemblies. With their extra long 
range, the drop tubes can then be positioned direct- 
ly over each compartment. Then there’s no need 
for the operator to take a long reach with the load- 
ing arm to get into the end compartment. That 
always results in the drop tube entering the man- 


hole at such an angle the outlet remains a foot or 
more off the compartment bottom. 

There’s one small additional step. A tee deflector 
on the end of the tube also helps to reduce initial 
turbulence. 


How Atlantic Converted 


A survey of Atlantic’s terminals showed there 
were three types of loading arms in use: 

e@ First, some old equipment of Atlantic’s own 
design consisting of a simple assembly of pipes 
and swing joints. 

e Second, conventional  sliding-tube arms 
(Wheaton Type 290) installed five to ten years ago. 

e Third, some racks already had boom-type 
arms fitted with only 4-ft. drop tubes. 

While salvaging varying portions of existing in- 
stallations, it was decided to discard all the old pipe 
and swing joint units and unusable parts of the 
sliding-tube arms. These were all replaced with 
new Wheaton 682-B loaders with 6-ft. drop tubes. 

At those racks already using boom loaders, the 
4-ft. drop tubes were replaced with new Wheaton 
6-ft. tubes fitted with Type 17 deflectors. 

In an effort to develop a loading arm that could 
be easily and cheaply installed, modifications were 
made on eight of the new loaders. Normally the 
boom weight is carried on a diagonal support at- 
tached to a column above the riser. Since the 
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SWIVEL MOUNT on riser permits support under the boom. 


weight can be carried as well from below, Wheaton, 
at Atlantic’s request, designed a swivel method of 
attaching the diagonal support to the pipe riser at 
a point below the boom. 

In addition to cutting vapor loss, the new equip- 
ment also saves some loading time. The wider 
sweep of the boom loaders permits the driver to 
fill all compartments without moving his truck. 


What Atlantic Saves 


But these benefits are all incidental to improved 
control of vapor loss. After the new arms and 
long tubes were put into service, it was found that 
putting a full load into a compartment by meter 
measurement generally sent the level over the 
marker. Obviously, say Atlantic officials, reduced 
evaporation during loading is leaving more gallons 
in the tank. As a result, Atlantic had to recalibrate 
meters to take advantage of the saving. 

“We justified this conversion on product con- 
servation,” says S. W. Warburton, Atlantic’s ter- 
minals manager. “It is estimated that 114 gal. of 
gasoline per 1,000 gal. loaded will be saved 
through reduced evaporation.” 

“You can easily check the difference visually,” 
he adds. “Just watch the vapor waves that boil up 
from the truck tank manholes during loading. 
You'll see the vapor flow is far less with the long 
tubes.” a 
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Batteries worth 
of Experience 


For more 

than 41 Years... 
PRIVATE BRAND BATTERIES 
For Many of the World's <a our INDUSTRY 
Leading Marketers reo use ee! 


5 Modern Plants, Strategi- alt Fully 
cally Located To Serve 70% = Snitormity Iassures wane. 
of the Country’s Automotive . om 
Registrations. 


PRICE BATTERY CORPORATION 
HAMBURG, PENNSYLVANIA 
Atlanta, Ga. Wapakoneta, Ohio Waltham, Mass. 


One of the Pioneers of DRY-CHARGED Batteries 








MECHANICALLY -OPERATED 
_. REQUIRES NO ELECTRICITY 
) SAFETY ENGINEERED 


Tested by leading Engine Manufacturers 
VIVID RED SIGNAL ) 


ACTUATED DIRECTLY iby pres- 
sure drop across air cleaner 

RISES GRADUALLY to warn 
when filter is approaching 
efficiency limit 

LOCKS IN FULL VIEW when 
filter requires servicing 








No other like it! Operates in any 

position; can be mounted directly on 

air cleaner, at intake manifold or 
dashboard. Desi for all dry-type and oil-bath 
air cleaners on Diesel, gasoline or gas engines 
Simple, tamper-proof, “unfailing, inexpensive. 


BACHARACH INDUSTRIAL INSTRUMENT CO. 
200 N. BRADDOCK AVE. © PITTSBURGH 8, PA. 


RUSH details on Engine Air Filter Service indicator 


NAME 
COMPANY 
STREET ADDRESS 
CITY & STATE 

AF-28 
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Petelco gives you 

a complete line 

of prestige lighting units 
designed to meet today’s 

(and tomorrow’s) sales problems 


ETELCO... 


2640'H ROOSEVELT ROAD + BROADVIEW, ILLINOIS 


(To obtain more data on advertised products see page 176) 
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Equipment 


BEFORE AND AFTER. Here’s how an outlet in Lawrence, Mass., was transformed by a... 


New Mineral Station Facing 


Just tried out by Cities Service, this new material is permanently 
colored, needs no paint, costs about half as much as porcelain 


DURABLE MATERIAL that can be used for sta- 
tion exteriors, looks good without paint, and 
doesn’t cost too much, seems worth a second look 
from construction engineers in the oil marketing in- 
dustry. Latest candidate for their attention is a prod- 
uct called Weldwood Glasweld, recently applied on 
a Cities Service remodeling job in Lawrence, Mass. 
On all counts—dppearance, ease of application, 
and low cost—the completed job scores high. Re- 
sults seem good enough to suggest that Glasweld 
may find a place for itself in new stations as well 
as for remodeling. 

At any rate, Cities Service has another project 
under way on which Glasweld will be used. And 
the supplier, U. S. Plywood Corp., has formed a 
special petroleum industry sales department to pro- 
mote Glasweld for general station purposes, interior 
and exterior, new construction and remodeling. 


How the Facing Tried Out 


The experiment at Lawrence involved an old sta- 
tion built of wood. The flat surface of the shiplap 
exterior had deteriorated to the point where repaint- 
ing was no longer practical. Yet the location could 
not justify a major rebuilding job. 

Because of surface inequalities, it was recom- 
mended that Glasweld panels be applied over a 
layer of mastic covering the old wood, with alumin- 
um channels for joints between the panels. 

A local contractor measured and cut the panels 
on the site. A little wary of Glasweld at the start, 
the contractor’s men quickly lost their mistrust of 
an unknown product and finished the walls in good 
time. In all, they were on the job less than a week 
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including the time spent putting a sheet aluminum 
cap on the parapet. 

Breakage in handling the Glasweld sheets was 
negligible. Final cost worked out to less than $1.00 
sq. ft. That’s roughly about half the cost of porce- 
lain, figures Leonard N. Freed, Cities Service 
architect. 


What Is It? 


Weldwood Glasweld is made by a Belgian as- 
bestos manufacturer and distributed in this country 
by U. S. Plywood Corp. through its countrywide 
chain of warehouses. It’s described as a completely 
inorganic, exterior grade, steam cured, asbestos re- 
inforced panel with a permanent, all-mineral 
enameled surface. The mineral coated surface is 
fused by a heat process. 

As a new building product, Glasweld has to be 
compared with what’s now on the market. While 
the fusing of the mineral coating seems to bear 
some resemblance to the way porcelain coating is 
applied to steel, Glasweld doesn’t have the glitter 
that’s characteristic of porcelain. At the same time 
the Glasweld surface has a smoother appearance 
than outdoor paint. 

Because it’s an asbestos product, Glasweld will 
be compared with the many forms of asbestos-ce- 
ment siding that have been on the market for years. 
Glasweld, its proponents claim, is less brittle than 
asbestos-cement, therefore more adaptable and easi- 
er to handle without excessive waste. 

Finally, no asbestos-cement product has been 
produced so far with the bright surface offered by 
Glasweld. There are 22 colors available now. & 
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SENTINEL BATTERY SEPARATORS 


Ordinary separators have 
embossed ribs. U. S. Sentinel 
Separators have extruded 
ribs, which are integral parts 
of the separator. This is a 
patented feature. 


From the company that has created and patented more features in battery separators comes SENTINEL 


the separator that lasts for the life of the battery 


Industry has long recognized “U.S.” technicians for their out- 
standing accomplishments in battery separator developments. 

The ribs in the U.S. Sentinel* Separator are extruded 
during manufacture and become an integral part of the 
separator. The ribs cannot peel off, as in other separators. 
This rib solidity gives U.S. Sentinel a superior resistance 
to vibration. SENTINEL SEPARATORS ARE ENGI- 
NEERED TO LAST FOR THE FULL LIFE OF THE 
BATTERY. 

Battery assembly is speeded up with U.S. Sentinel. 


Mechanical Goods Division 


Ordinary separators will curl or bow, thereby slowing up 
automatic stacking machines on the assembly line. But U.S. 
Sentinel always lies flat. The patented ribs give superior 
protection against shorts caused by holes made by abrasion. 

The superior features of Sentinel Separators more than 
pay for their slight extra cost over separators of inferior 
quality and performance. 

Write us for “An Improved Battery Life Test” which gives 
the industry an additional insight into what happens to a 


battery in actual service. *Patented 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 
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In Canada: Dominion Rubber Company, Ltd. 
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Regional Sales Representatives 


W. J. Parkin, Adv. Sales Manager 


ATLANTA 3, 1301 Rhodes-Haverty Bldg., 
M. H. Miller, Jackson 3-6951 
BOSTON 16, 350 Park Square Bldg., 
Charles W. Haines, Hubbard 2-7160 
CHICAGO 11, 520 North Michigan Ave., 
Ray Kelly, Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bidg., 
55 Public Square, 
Walter G. Berger, Superior 1-7000 
DALLAS 1, 901 Vaughan Bidg,. 1712 Com- 


merce Street, 
Robert T. Wood, Riverside 7-5117 


DENVER 2, Mile High Center, 1740 Broad- 


way, 
ae Ww. Patten, Alpine 5-2981 
HOUSTON 25, 724 Prudential Blidg., 
Robert T. Wood, Jackson 6-1281 
LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 
NEW YORK 36, 500 Fifth Avenue, 
Charles W. Haines, Oxford 5-5959 
PHILADELPHIA 3, 6 Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 
PITTSBURGH 22, Room 1111, Oliver Bidg., 
Walter G. Berger, Express 1-1314 
SAN FRANCISCO 4, 68 Post Street, 
W. C. Woolston, Douglas 2-4600 
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Truck pump 


. . . for faster fills, called the Maxiflo 
T-9152, is rated at 100 gpm. Has 2%-in. 
flanged connections. Pump is rotary, 
positive displacement type with 6 non- 
metallic self adjusting sliding vanes. 
Other features are permanently sealed 
bearings, mechanical seals, thrust collars. 
Circle No. 1 on Reply Card 





All weather thermometer 


. for indoor recording of outdoor 
temperatures is now available from De- 
gree Day Systems. Record traced on 
chart affixed to drum gives six month’s 
high-low log. Drum moves but once a 
day leaving vertical bar to show top and 
bottom limits of pen travel. Price $59.50. 


Circle No. 2 on Reply Card 
Gallon filler 


... is a 2-line, piston-type unit said to 
fill at a gallon a stroke from 20 to 
40 gpm. Filler Machine Co. says its 
bottom-up method prevents air pockets 
while a simplified control saves product 
by preventing discharge when there are 
no containers at point of fill. 
Circle No. 3 on Reply Card 


Tire changer 


. . is an air operated device introduced 
by May Brothers that requires only 1.4 
sq. ft. of floor space. Breaks beads from 
all rims as well as 14-in. safety wheels 
in One automatic operation. Has air- 
powered wheel holddown with self ad- 
justing mounting and demounting tool. 


Circle No. 4 on Reply Card 





Tire repair stand 


. called the Dillmobile provides an 
adequate but compact working space for 
tire and tube repair work. Caster 
mounting permits use of stand inside or 
outside. All steel unit comes equipped 
with tire spreader, has four drawers plus 
cabinet storage space. 

Circle No. 5 on Reply Card 
Jack pad 


. for Branick air jacks is said to 
prevent bumper kinking or bending as 
well as frame or bumper slippage. 
New pad is 5x8-in. rubber, 1-in. thick, 
said to afford a firm grip and at the 
same time conform to the portion of 
the car in contact. 

Circle No. 6 on Reply Card 






DRUM TAP 


Drum tap 

. introduced by Hadco Corp. is said 
to be a dripless, retracting tap that fits 
flush with drum head in off position. 
One style can be embossed into head by 
drum manufacturer; another is threaded 
to fit standard %-in. bung. Supplied for 
all 15-, 30- and 55-gal. drums. 

Circle No. 7 on Reply Card 

Recap sealer 


. introduced by Egan is called 
Camel Capseal. Purpose of new product 
is to stop slow leaks in recapped tube- 
less tires said to be due to pin holes, 
porosity, mold folds, damaged beads, or 
other liner defects. Claimed to be effec- 
tive on tires as large as 29.5x29. 
Circle No. 8 on Reply Card 
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Coin meter 


. . . for fuel oil consumers is on the 
market from Budget Meter Co. Meas- 
ures fuel in gallons per hour and has 
simple gear ratio that permits easy set- 
ting for various fuel prices and burner 
nozzles. Activated by 25¢ piece, device 
cuts current to burner. 

Circle No. 9 on Reply Card 


1 





Small pump 


. . + Operating from 6 or 12 velit 
vehicle current has been developed by 
the Jerome Simer Co. It is a seli- 
priming, 20 gpm pump for mounting on 
pickup trucks, said to be built to fill, 
empty or transfer gasoline, oil, water 
spray solutions, etc. List price of 6-volt 
model, $74.25. 
Circle No. 10 on Reply Card 


Battery driven pump 


. . « developed by Transfer Pump Co. 
operates from 6- or 12-volt service truck 
battery. Capacity 15 gpm through 1-in. 
suction and %-in. discharge, or 22 gpm 
through 1-in. discharge hose. Pump comes 
equipped with 12-ft. hose, switches and 
nozzle. Price $99.50. 
Circle No. 11 on Reply Card 


(Continued on next page) 
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MISSOURI 


Gashay’ Pues 


For every size consumer- 
commercial account. 


GENERAL EQUIPMENT CO. 


3952 Clayton Ave. 
St. Lovis, Mo. 


NEW JERSEY 





BRILLIANT “DAY-GLO” 


GAS PRICE ve 


TA Sg sat TAY 7 
sTORY' 


LARGE SIZE 
10” x 12” 





EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY peceanep eld 
905 Canal St., acus 
COMPLETE. OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 











OHIO 





EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 

Phone—Jefferson 5-8215 

Factory Representative for 
Westinghouse, O.P.W., Lincoin 
Neptune, Huffman, Goodrich, 

ae | Oil, H draulic and _ 

and upling Servi 
SALES—PARTS NGI EERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


Petroleum Maintenance & Equipment Sales 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 0.P.W. 
Valves and Fittings, Gorman-Rupp, Fill-Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 
Pumps & Meters and National Hose, Red Jacket Sub- 
mersible Pumps. 

211 Lincolnway West, New Oxford, Pa. 

MAdison 4 4-4131 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 








Oil Marketing 
Equipment Jobbers 


This Is Your Market Place! 
Write today for Advertising 
Space Rates 
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330 West 42nd St., New York 36, N.Y. 
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What’s New in Equipment 





Emergency valve 

. added to the Buckeye line is a 
single-disc automatic shutoff for dis- 
pensing pedestals of remote pumping 
systems. Shuts off fuel flow under three 
conditions: severe impact shears the 
cadmium neck; fire or extreme heat 
melts the fusible link at 160 deg.; a 
sharp blow trips an impact pin. After 
a shear-off only the inexpensive adapter 
need be replaced; the impact pin- can 
be reset by hand. 


Circle No. 12 on Reply Card 


Oil can spout 


. with new features has been designed 
by Plews. Model N-SP has patented 
neoprene gasket, guaranteed leakproof, 
located at base of spout. Gasket will 
not rot or deteriorate, says manufacturer. 
Has sharp cutting edge and easy-to-grasp 
handle spout. 

Circle No. 13 on Reply Card 


Fuel use computer 


. . is the first product made by others 
to be handled by Scully Signal. The 
Singer computer is said to calculate fuel 
consumption with and without hot water 
demand and to make accurate allowance 
for effect of sun, wind, snow and rain. 
Dial readings show weather units. 


Circle No. 14 on Reply Card 


Hydraulic Dispensing Package 


A PUMP-METER-HOSE REEL assem- 
bly for tank trucks has been worked out 
by Ardmore to give customers a pack- 
age in which all components are 
matched and interconnected for maxi- 
mum efficiency. The hydraulic motor, 
pump and hose reel are Ardmore pro- 
ducts. The meter and other parts can 
be of any make the customer designates. 

The end result, Ardmore claims, is 
a compact unit, of guaranteed perfor- 
mance, requiring a minimum of reel 
compartment space, delivered ready 
for immediate installation. The tank 
truck builder has only to mount the 
unit, install the power take-off and 
drive motor, and make the necessary 
pipe and hose connections. 

Piping and fittings are planned to 
hold head losses to a minimum. Where 
desirable special fittings have been 
designed to simplify liquid flow. Com- 
ponents are positioned for easy service 
from the rear, without unnecessary parts 
removal or going underneath the chassis. 
Pump and meter strainers are easily 
removed for cleaning; rear pump cover 
is removable for rotor examination with- 
out dismounting the pump; product pump 
grease fittings for both front and rear 
bearings are positioned to the rear of 
the truck; bypass spring adjustment and 
oil dip stick are within easy reach. A 


decal carries maintenance instructions. 

To be sure each unit delivers its 
guaranteed output, Ardmore runs a final 
test before shipment, using customer’s 
own drive specifications and type of 
liquid to be handled. An_ incidental 
advantage claimed for these units is 
that they can be transferred from one 
chassis to another. 


Circle No. 15 on Reply Card 
(Continued on page 183) 
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THE AUAMTIC REFame 
AUTOMOBILE Gasouiax 


Back in 1917, Wheaton was pioneering the 
development of loading arm assemblies 


TODAY—MORE THAN EVER «~~ 


bij. 





Today, Wheaton loading arm 


servicing whole fleets of modern 


tank trucks—make loading a fast, efficient and economical operation 


you profit from Wheaton experience 


Wheaton Fittings give you the proven way 
to cut maintenance costs in handling liquids 


Wheaton pioneered the first modern faucet for fuel 
delivery —and followed it with innovations in many 
other fittings that make your liquid handling easier, 
faster and more economical. 

On the centennial of the petroleum industry, Wheaton 
Brass Works completes its 67th year serving the com- 
panies that have made petroleum a symbol of progress. 
When you have a liquid handling problem for petro- 
leum, chemical or petrochemical products, Wheaton 


experience and precision offer the best solution—and 
this is truer today than ever before. 

Put Wheaton’s 67 years of seasoned experience to 
work for you— with Loading Arm Assemblies, Swing 
Joints, Loading Valves, Storage Tank Fittings, and 
Truck Tank Equipment that do the job with a 
minimum of vapor loss and maintenance cost. 

Send today for catalog No. 65, which describes the 
complete line of Wheaton Fittings. 


“Wheaton Covers the World” 
—and assures prompt delivery of quality fittings 


Wherever and whenever you need quality fittings, Wheaton’s world-wide distribu- 
tion is assurance of prompt service from a Wheaton plant or affiliate near you. 


WHEATON BRASS WORKS, UNION, N. J. 


Offices in all principal cities 


Foreign Manufacturers 


Emco Limited, London, Ontario Canada 
Ljungmans, Malmo, Sweden 


Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. Baza S.R.L., Buenos Aires, Argentina, S.A. 


Emco G.M.B.H., Allendorf, Germany 


Foreign Representatives 


E. A. Tessada, Mexico City, Mexico 


A. Solares Y Cia., S. En C., Havana, Cuba 


Wheaton 


For 67 years —first in liquid handling equipment 


WHEATON PRODUCTS 
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TERMINAL 
EQUIPMENT 


Loading Assemblies 
Loading Valves 
Sliding Tubes 
Swing Joints 


STORAGE TANK 
EQUIPMENT 


Breather Valves 
External Valves 
Gauge Hatches 
Tank Gauges 
Thermometers 

Vent Valves 

Water Drain Valves 


TRUCK TANK 
EQUIPMENT 

Emergency Valves 
Emergency Valve Operators 
Multiple Valves 

Truck Tank Faucets 


PROGRESS 
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FAST, ECONOMICAL WAY TO 
GET 100% WATER-FREE JET FUEL— 
CONVERT with the Purolator Conversion Kit 


The hay-bale type of horizontal separators or dehydra- 
tors, which you have now in the 300 and 600 GPM sizes, 
can easily be changed to modern, approved separator/ 
filters in accordance with MIL-F-8508A and MIL-S-254B 
specifications. All you need is the Purolator Conversion 
Kit, nothing more—no additional piping, no welding or 
tank modification, no disconnecting of inlet or outlet. 
Servicing can be accomplished by one man. So can 


replacing elements. 

All units are equipped with the Purolator Micronic® 
coalescer element which removes both solids and water 
from jet and other aviation fuels. Purolator recommends 
that units be changed at 15 psi pressure differential. 

Get ready for the jet age the economical way . . . send 
for complete information on Purolator’s Conversion Kit. 
Write to Purolator today. 


Fileration For Every Known Fluid = U a O LATO a 


PRODUCTS, INC. 
RAHWAY, NEW JERSEY AND TORONTO, ONTARIO, CANADA 


182 (To obtain more data on advertised products see page 176) 
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Truck meter 


for fast flow service has rated 
capacities from 40 to 600 gpm. New 
Granco “K” meter, for both pump and 
gravity unloading is available in sizes 
1%-in. to 6-in. Manufacturer asserts 
5-blade rotor maintains accuracy at all 
viscosities and achieves smooth, non- 
pulsating delivery. 


Circle No. 16 on Reply Card 


Glass cleaning cloth 


developed by Callaway Mills 
especially for cleaning windshields. 
Cloth is treated with a chemical com- 
pound claimed to capture and remove 
both grime and oily film from auto- 
mobile windshields. Manufacturer says 
new cloth avoids grinding surface grit 
into glass. 


Circle No. 17 on Reply Card 


Fabricated strainers 


. .. in 2-, 3- or 4-in. sizes have been 
added to the Allegheny Coupling line. 
Features are light weight, initial low 
cost and exceptionally large basket area. 
Available with belled, flanged, threaded 
or grooved ends. 


Circle No. 18 on Reply Card 


Slack alarm 


is designed by Varec to give 
automatic warning of a broken gage tape 
or any abnormal slackening of the tape. 
Mercury switch attached to idler pulley 
tilts in response to any break or slack- 
ening of tape. Switch can actuate any 
desired type of alarm signal. 

Circle No. 19 on Reply Card 


Barrel pump 


. introduced by Charles Products is 
said to be an improved design with 
steel piston and two stainless piston 
rings. Available for 1%-in. or 2-in. 
barrel bungs. Adjustable suction tube 
permits pump to be used for 55-, 30- 
or 15-gal. drums. 


Circle No. 20 on Reply Card 


. are rotating units consisting of two 
steel sections which may be raised sep- 
arately giving the operator a choice of 
two height steps for extra clearance on 
muffler work, and for easier lifting of 
foreign cars. Standard equipment on new 
Joyce-Cridland Quick Spot lifts. 


Circle No. 21 on Reply Card 


For Fuel Oil For Aircraft 


Two nozzles 


. One for fuel oil deliveries and the 
other aircraft refueling, have been de- 
signed for high pressures by Phila- 
delphia Valve. Nozzles are said to 
give finger tip control at 150 psi. Avail- 
able with new aluminum swivels with 
nylon bearings for fitting nozzles to hose. 


Circle No. 22 on Reply Card 
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Steam cleaning hose 


... known as #200 BW is said to offey 
unusual safety as a result of static con- 
ductors and steel wire braid construction. 
Designed for 200 Ib. saturated steam 
pressure at 388 deg. F. Available in 
sizes from % in. to 2 in. Made also for 
150 Ib. saturated steam pressure. 


Circle No. 23 on Reply Card 


Literature ... 





Burner brochures 


. now available from Silent Auto- 
matic Products, cover Timken boilers 
and furnaces. The folder on boilers 
gives diagrams of construction and typi- 
cal home installations. Furnace brochure 
illustrates the complete line and gives 
specifications. 


Circle No. 24 on Reply Card 


Hose catalog 

. . . just issued by Raybestos-Manhattan 
also covers V-belts and other products 
used by the petroleum industry. Petroleum 
hose section illustrates cargo, tank truck, 
propane, bulk plant fuel oil delivery hose, 
as well as steam and still cleaning house 
for refineries. 


Circle No. 25 on Reply Card 


Equipment Suppliers . . . 





Horix Manufacturing Co. of Pittsburgh, 
has acquired the Canning Machinery Co. 
of Portland, Ore., makers of machinery 
for the handling of products packaged 
in glass and cans. Purpose of the move is 
to augment the present Horix line of 
can fillers and conveyors. Production 
will continue at Portland while sales 
will be directed from Pittsburgh. L. E. 
Tripp, former president of Canning 
Machinery, has been named West Coast 
and Mountain States agent for all Horix 
equipment. 

7 

Symington Wayne Corp. has acquired 
an Eastern lift manufacturer and a West 
Coast oil equipment jobber. The lift 
manufacturer, Globe Hoist Co., has its 
home office and plant in Philadelphia 
with branch plants in Long Beach, Calif., 
and Des Moines, Iowa. It will continue 
to manufacture and market its complete 
line through its present organization. 
Frank L. Bredimus is president. 

Shields, Harper & Co., equipment job- 
ber with headquarters in Oakland, Calif, 
and branches in Los Angeles, Portland 
and Seattle is now a wholly owned sup- 
sidiary. As such, the firm will distribute 
Wayne’s petroleum equipment and will 
continue to handle products of an allied 
nature. L. R. Wieslander continues as 
president. 

(Continued on page 184) 
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What’s New in Equipment 





The Pump & Tank Co. Inc., oil equip- 
ment jobber of Richmond, Va., has set 
up an industrial department under the 
management of James E. Nissley Jr. The 
company says there are increasing appli- 
cations among Virginia industries for its 
principal lines of petroleum equipment, 
The firm also expects to take on other 
lines for the industrial market. 

a 

The recommended standard pump base 
layout for service station gasoline pumps, 
sponsored by the operations and engi- 
neering committee of the API marketing 
division is now available in printed 
form. The move puts the finishing touches 
on a liaison project steered by an O&E 
task force headed by John R. Fair- 
weather, Atlantic Refining Co. 

© 

L. A. Fritter & Son Inc., oil equip- 
ment jobber of Washington, D.C. is now 
located at 50th & Creston St., Bladens- 
burg, Md. The new Fritter plant is lo- 


cated at the edge of the Prince George 
County Industrial City not far from the 
Baltimore - Washington expressway. It 
provides expansion for shop, warehouse, 
display and office facilities. 


> 
Radford Petroleum Equipment Co., 
518 E. Second St., Little Rock, Ark., 
has applied for active membership in the 
National Assn. of Oil Equipment Job- 
bers. Principals in the Radford firm are 
president E. Haskell, and vice president 
M. E. Tubb. ry 


The Chiksan Co., Brea, Calif., has 
bought the business and properties of 
Hamer Valves Inc., Long Beach, Calif. 
Chiksan is a subsidiary of Food Machin- 
ery and Chemical Corp. Hamer makes 
plug valves, gate valves and line blind 
valves for the petroleum and chemical 
process industries. » 


An LP-gas committee has been created 
by the API marketing division. Need for 





Serving Particular Oil Men 
In Every State of the Union 


NOW AVAILABLE IN SPECIAL 
HIGH GRADE ALUMINUM ALLOY 


LIGHTER WEIGHT — LOWER COST 
Specify Fig. 300AL 


Morrison 
Fig. 300 
(Brass) 

Fig. 300AL 


(Aluminum) 


Features of the Outstanding 300’s 
Compound trigger action assuring smooth, controlled 


flow at all times, regardless of pressure. 


Oversized 


packing rings give extra long leak-proof service. 


Trigger guard easily replaced in case of damage. 
Curved tubing spout locks in any desired position. 


MORRISON BROS. COM PANY 


OlL EQUIPMENT HEADQUARTERS 


OU 8B.U QO YU 
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a special committee grows out of three 
factors: LPG continues to be an expand- 
ing segment of the petroleum industry; 
most oil companies with LPG produc- 
tion now market their own product, 
mainly through jobbers; LPG marketing 
problems do not parallel other phases 
of petroleum marketing. 


Equipment People . . . 





W. E. Kennedy, formerly with South- 
ern Tank, has gone into business as an 
oil equipment jobber in Owensboro, Ky. 
His firm occupies a new building at 1610 
Haynes Ave. Three other former South- 
ern Tank men are also associated with 
Kennedy in the new venture as salesmen: 
Douglas Davisson, Ben Davisson and 
Frank Boarman. 

ea 

James J. Gibbons has been named di- 
rector of marketing for A. O. Smith 
International S.A. He has been director 
of sales and advertising for Bostrom 
Corp., Milwaukee. In other A. O. Smith 
changes, Sidney MecNiece, former resi- 
dent manager at Caracas, has been 
transferred to Milwaukee as assistant to 
the president; C. H. Jewson, formerly 
product manager at Milwaukee, succeeds 
McNiece at Caracas; L. J. McConnell, 
formerly sales representative in the New 
York and Washington areas, has been 
moved to Milwaukee to take over Jew- 
son’s post as product manager. 


R. H. Reavis has 
been appointed 
exclusive sales 
representative in 
the Rocky Moun- 
tain states for the 


| Jack P. Hennessy 
| Co. Inc. and _ its 
| Three Star 


Sales 
Corp. Reavis will 


| operate from his 
| residence at 7030 


W. 42nd Ave., Reavis 


| Wheatridge, Colo., and will cover Colo- 
| rado, Utah, Wyoming, Montana and New 


Mexico. He was formerly with the Mc- 


| Gee Co. of Denver. 


James A_ Hass- 
burger has been 
named sales man- 
ager or the Spring- 
field, Mo., tank 
plant of Trailmo- 
bile. He was 
formerly branch 
manager at San 
Antonio, Tex. 
Born in Birming- 
ham, Mich., Hass- @ 
berger is a gradu- Hassburger 
ate of Detroit Institute of Technology. 
Following service in Korea as navigator 
on B-29’s, he returned to Trailmobile as 
sales representative with the Detroit 
branch. 
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What's New 


in IBA... 





Heavy duty battery 


. is being offered by Auto-Lite for 
auxiliary vehicles such as golf carts, 
and for lift trucks and other deep- 
cycling applications. Active material in 
the positive plates is said to reduce the 
rate of shedding. The Auto-Lite 2GC is 
supplied dry charged only. 

Circle No. 26 on Reply Card 


Low profile tires 


. in other than premium categories 
have been added to the U.S. line. The 
U.S. Royal Super Safety 8 is intended 
to sell at about 10% above 100 level 
tires. A second-line tire is called the 
Royal Safeway while a mud-snow tire 
is called the U.S. Royal Winterside. 


Circle No. 27 on Reply Card 
TBA Literature... 


Ball joint lubrication 


. . . by an approved method is described 
in a new 12-page booklet. Large illus- 
trations and easy-to-read text make the 
manual useful in the lube bay or for 
training. Single copies may be obtained 
from the National Lubricating Grease 
Institute, 4638 J. C. Nichols Pkwy., 
Kansas City 12, Mo. 


TBA Suppliers .. . 


Dow Chemical Co., known as a pro- 
ducer of private-brand antifreeze, is said 
to be ready to introduce a brand of its 
own. Plan is to try it out in a few test 
markets this fall. 








e 
Among the 21 firms that have agreed 
with the Federal Trade Commission not 
to advertise a battery guarantee unless 
its nature and extent is clearly and 
conspicuously disclosed are Auto-Lite, 
Delco, Exide and Gould National. Other 
signers include five rubber companies: 
Dunlop, Firestone, Goodrich, Goodyear 
and U.S.; and two oil companies: Esso 
Standard and Gulf. 
e 
Two new brake service films are from 
Raybestos-Manhattan. They demonstrate 
latest service information on 1959 brakes, 
how to reline and service all brake 
systems, how 14-in. wheels affect brakes. 


* 

An incorrect retail price of $4.50 for 
the new Instant Simoniz in a _push- 
button can appeared in June 1959 TBA 
section. The correct price for this combi- 
nation paste wax and cleaner is $2.50. 


° 
Fram Corp. has a direct hook for 
service stations with its air filter pro- 
motion theme “Save 3¢ a Gallon With 
a New Fram Air Filter,” based on the 
claim that clogged air filters can cut 
gasoline mileage by 10%. 
« 
A feature of Du Pont’s current tele- 
vision shows is a series of cartoon com- 
mercials. Each presents situations that 
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emphasize the extra protection of hav- 
ing antifreeze installed by the dealer. 


a 
Gulf Oil Corp. gets across an effec- 
tive TBA sales message to its credit card 
holders by means of an 8-page booklet 
called “Between Tankfuls.” One recent 
issue gave tips on the cooling system; 
another, tips on tire care. 


* 

Dow Chemical Co. confirms the many 
rumors that it will make a trial run this 
fall on its own brand of antifreeze. This 
will be Dow’s first entry into the market 
under the Dow label. In the past Dow 
has been a private-brand manufacturer. 








Wix Corp., filter manufacturer of 
Gastonia, N.C., has acquired an addi- 
tional plant located in Dallas, N.C., five 
miles from the main factory. New 
plant provides 48,000 sq. ft. of floor 
space for warehouse and shipping. 


% 

The Rubber Manufacturers Assn. has 
made available a wall chart on safe tire 
mounting. It pictures all rims in current 
use, fundamental mounting and de- 
mounting methods, as well as safe in- 
flation procedure. 

* 

AC Spark Plug’s latest in a series of 

tool premiums is a cam dwell indicator. 





Gilharco Self-Priming Pumps are your best buy 


Gilbarco Roto-Prime pumps are 
especially designed for petroleum 
products. They will prime an abso- 
lutely dry 4-inch line in approxi- 
mately two seconds per foot of suc- 


tion pipe without initial manual 
priming. 

Before you buy any pump, check 
Gilbarco—you’ll find no other pumps 
can give you so much return on your 
investment. 

@ Positive self-priming on suction 
lifts 

®@ Self-evacuating against discharge 
pressure 

@ Designed for outdoor service with- 


out secondary covering 


@ Mechanical type seal for trouble- 
free operation 


@ Motor oil lubricated; minimum 
maintenance 


Write for catalog and full informa- 


tion — 50 to 1500 GPM — both self- 
priming and straight centrifugals. 


Gilbert & Barker 
Manuf. Company 
West Springfield, Mass. 
Toronto, Caneda 
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equip for the 
BOOMING 60° 


install Viking Pumps now! 


Are you looking ahead to peak production? Will your pumps be oper- 
ating full time, returning your investment, through the 60's... or 
will they need service and replacement? 


You can depend upon VIKING POSITIVE DISPLACEMENT PUMPS to return 
your investment ... to stay on the job... to give you FAST prim- 
ing, strip your tanks if desired . . . to move thin or viscous liquids 
without excessive turbulence. 


Read these actual statements from Viking Pump users—solid proof of 
top performance: 


“My Viking fuel delivery pump has outlived two trucks.” 


“I've had Vikings give me eleven years’ service handling LP-Gas.” 
An oil compounding plant operator says, “This rugged old timer 
of 25 years’ service and NO repairs convinced us to buy a whole 
plant full of Vikings.” 


Look ahead to the 60's! And look to Viking Pumps for profitable oper- 
ation, if you're handling LP-Gas, fuel oil, gasoline, lube oil, grease or 
asphalt. 


Capacities from Send today for catalogs GR and 


Ya to 1050 G.P.M. SP-488R. 


VIKING TRUCK MOUNTED PUMPS VIKING BULK PLANT PUMPS 
(TWINS AND SINGLES) 


VIKING HELICAL GEAR REDUCTION PUMPS 


VIKING PUMP COMPANY 


Fa lowa In Canada, it's “ROTO KING’ Pumps 





Offices and Distributors in Principal Cities See Your Classified Telephone Directory 
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What’s New in TBA 


The instrument makes it possible to set 
contact points without removing the dis- 
tributor. It’s being offered for $8.50 with 
an order for any 48 AC fire ring plugs. 


TBA People 








Richards Maddux 


Robert V. Richards has been made 
eastern regional manager of petroleum 
TBA sales for the Schrader Div. of 
Scovill Manufacturing Co. For the past 
two years he has been district repre- 
sentative in four southeastern states and 
before that was regional manager in that 
area for Macmillan Petroleum Corp. 
Richards was at one time in charge of 
retail sales development for Standard- 
Vacuum in Malaya and Siam. 

© 

Roy Maddux, formerly regional TBA 
manager for Cities Service Oil Co. at 
Kansas City, Mo., has been named 
district manager at St. Louis for the 
Dayton Rubber Co. Dayton is expanding 
its sales force at St. Louis, and Maddux 
will be in charge of sales in Missouri, 
Illinois and Arkansas. For a number of 
years Maddux has been in charge of 
registrations at the annual TBA conven- 
tions at the Chase hotel in St. Louis. 

* 

T. A. Parriott, sales manager for Du 
Pont’s antifreeze department, died at his 
home in Wilmington, Del., July 29. He 
was 52 years old. Parriott was a retail 
sales management executive with Skelly 
Oil Co. for 10 years prior to joining the 
Du Pont polychemicals department in 
1939. 

© 

These men are most directly concerned 
with arrangements for the Oil Industry 
TBA convention to be held at the 
Chase-Park Plaza hotels in St. Louis, 
Monday and Tuesday, Dec. 7 and 8: 

John K. Howe, Skelly Oil Co., chair- 
man, program committee: J. A. Gier, 
Cities Service, Chicago, chairman, pub- 
licity committee; Joe J. Welland, Skelly 
Oil Co., chairman, reservations com- 
mittee. 

o 

John N. Brewster has been named 
manager of petroleum company sales for 
B. F. Goodrich, succeeding Haskell 
Cunningham. After taking part in a 
training with Mobil Oil and a term of 
military service with the Combat Engi- 
neers, Brewster joined B. F. Goodrich 
in Atlanta. He was transferred to Akron 
in 1957 as manager of highway truck 
tire sales. 
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EASY NEW WAY TO STOCK, STACK AND SELL 
THE 32 MOST POPULAR AUTO BULB TYPES! 


4 AUTO BULBS 














Here’s the kind of package service station 
men have been asking for to make stocking 
and selling auto bulbs as easy as selling gasoline! Each 
Westinghouse SEE-THRU package holds 10 bulbs in a 
tough, transparent plastic “‘bubble’”’ pack for fast identifi- 
cation and maximum protection. Westinghouse SEE- 
THRU PACKS take far less shelf space—or can even be 
hung on a rack, if it’s more convenient. 


- 








STACK ON SHELF. . . Moided-on ‘‘buttons”’ keep OR HANG ON RACK... 
each pack flat in the stack, without danger 
of leaning or toppling. Clearly numbered tab 


identifies any bulb type at a glance. 


TT 
tia 
- OF BREAKAGE. Tough, transparent 
oad | “bubbles” protect bulbs from break- 
age— cushioned against shock even if you 
accidentally drop the package! Bulbs stay 
clean and fresh-looking longer, too! 


INVENTORY. 
of bulbs 
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m sone ces 
e r 
THRU PAGK tells at a glance when lamps. 

. Service men can check Rook thelr 





Remind your station attendants to check 
the lights on every car they service. According to the 
latest figures, 4 out of every 10 cars on the road have one or 
more bulbs that need replacement. Your stations can pick 
up extra profits easily by calling customers’ attention to 
their burned-out bulbs and replacing them from the 32 
most often used types available in SEE-THRU PACKS. 
Contact your Westinghouse representative for full details! 


vain more bulbs more profitably this easy, peachy td 


If it's more convenient, 
hang new SEE-THRU PACKS on pegboard 
racks. Code number in upper right-hand cor- 
ner helps locate proper pack instantly. 


YOU CAN BE SURE. 
Westi nghouse 
ay nee Lamp Os 


FITS 


(To obtain more data on advertised products see page 176) 187 





DYE CONCENTRATES’ 


MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE PETROLEUM INDUSTRY 


FOR USE IN - 7 Also Available 


Gasolines , CLF OUCUITE in Dry Dye Form. 
Diesel Fuels ome woe 

Fuel Oils 

Lubricating Oils 

Automatic Transmission Fluids 


Break-in Oils and Greases CALL US COLLECT FOR FAST ACTION 
PHONE MuUlberry 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


Dye concentrates can be 
prepared to specifications. 


Samples and description upon request. 


*Patent Pending 


Manufacturing Division: 335 MeLean Blyd., Paterson 4. New Jersey 


te — “~~ ~~ ~ ~ on ~ — 
_ wey « a 
~~ —_ --- _ Na as “ae el - 


Marketing Division: 2410 Carew Tower. Cineinnati 2. Ohio 
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LEADERSHIP 


KEADEKSHIP 


‘just naturally )\ Wy | om 


of MPERII 


go together... 7 — 


FOR COUTSETAHOING JOURN ALION 


ie 
waTIOW AL 
Pe TROL EUM WEWS 


10% IME BEST 
SINGLE ARTHR E 


many othefs won by NPN in previous years) honor 

earns NATIONAL PETROLEUM News every month, 

cover-to-cover readership by America’s oil mar- 

keting management men. It is this powerful 

reader-making editorial force that makes adver- 

tising in NPN such a powerful sales force for 4 

manufacturers of oil marketing equipment, TBA, im NATIONAL PETROLEUM NEWS 
and the host of other products used in the storage, ) For Oil Marketing Management 
transportation and merchandising of petroleum ‘ 

products. Qari pod @ avdires circuiorion 


A McGraw-Hill Publication 


The editorial leadership-readership combination 
330 West 42nd Street, New York 36, N.Y. 


that makes NATIONAL PETROLEUM News such an 
outstanding sales medium can be credited to the 
fact that NPN has more editors with more and 
better facilities at their command (and, we of the 
advertising staff believe, better editors) than any 
other publication attempting to serve the needs 
of oil marketing management NPN has served 
now for 50 years. 
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8 Reasons Why 
This Is The Year For You 
To Switch To Skelly 


..e the company that’s always doing things: 


Are you in a rut? Going along, 
working hard year after year, hop- 
ing to make some real money next 
year? 


Maybe it’s the deal you have that’s 
to blame. No matter how hard you 
work or how carefully you plan, 
the kind of company you have be- 
hind you has a lot to do with how 
fast you can grow and the profits 
you make. 


That's where Skelly dealers have 
a big edge over competition. Skelly 
Oil Company is always ‘‘doing 
things” to help Skelly dealers win 
new customers and make big sales 
gains fast. 


Here are 8 good reasons to be a 
Skelly dealer: 


1. Skelly dealers sold more gallons 
of gasoline—millions more—in 1958 
than ever before in Skelly history. 


2. Skelly dealers’ premium gasoline 
sales increased twice as fast as 
premium sales for the industry in 
1958. 


3. Vigorous advertising and promo- 
tion aimed at selling new customers 
so completely that they keep coming 
back again and again and again. 


4. More help on Big Ticket sales: 
Skelly’s Guaranteed Starting Plan 
is just one example of how Skelly 
goes all out to help you get more 
cars on the grease rack—where you 
can sell more tires, more batteries, 
more oil changes and lube jobs and 
all the other things that make profit- 
able Big Tickets. Remember “You 


start or we pay’? Did it work? Just 
ask any Skelly dealer? 


5. Exclusive national brand of tires 
and complete line of guaranteed 
national and private brand of TBA 
products. 


6. The only credit card plan that 
includes a specially-designed 
Ladies’ Credit Card to remind 
women drivers that they are special 
customers at Skelly stations. 


7. Liberal long-term credit plan for 
customers who want to purchase 
Big Ticket merchandise on Skelly 
Credit Cards. 


8. A successful research program 
that pays off for Skelly dealers in 
superior petroleum products with 
exclusive selling points to help you 
attract and win new customers for 
everything you sell. 


Think it over. Then, before your 
present contract expires, why not 
get more information about stepping 
up to a Skelly franchise. 


Just write, wire or phone the 
nearest Skelly Division Office listed 
below. There’s no obligation, of 
course. 

















These new pole signs, the newest, 
most modern in the industry, 
rapidly going up all over Skellyland, 
are symbolic of the dynamic growth 
attitude of Skelly—the oil company 








_ that’s always doing things! 


SKELLY OIL COMPANY 


Tulsa, Oklahoma 


MARKETING HEADQUARTERS: 605 West 47th Street, Kansas City 41, Missouri 
DIVISION OFFICES: Aberdeen ® Chicago ® Dallas ® Denver ® Des Moines ® Kansas City 
® Lubbock © Omaha ® St. Louis @ St. Paul @ Tulsa © Wichita 
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Prices: Turn Coming? 


OU’LL PROBABLY be seeing a curiously strong or weak autumn on product prices, 
depending on where your main interest lies. 

Gasoline Strong—Gulf Coast refiners are making forward gasoline sales in cargo lots 
into September, and that’s a sign of considerable strength at the turn of this month. 
Things wouldn’t have been so good if the long Indiana Standard strike hadn’t drained 
off much of the free product from the Midwest and middle Mississippi River points. 

Fuel Oil Weak—But heating oils may be a problem as inventories approach their peak 
in the next two months. East Coast and Gulf Coast are the softest spots, but Gulf Coast 
offerings may push up into the Upper Midwest at cut prices. 

The steel strike has softened the residual picture, but the first signs of easiness came in 
ordinary heavy fuel rather than low sulfur. You saw some distress No. 6 dumped in 
Chicago last month (about the equivalent of 60¢ a bbl., Group 3), and there may be 
more of the same before fall. 


Prices May Show Some Surprises 

Don’t count on any particular price trends, or you may get burned. 

Witness the moves last month. The word leaked one day that some price changes 
were brewing—some ups and downs at the same time. Most people guessed up for gaso- 
line tank wagon and down for consumer prices for resid. 

The way it actually worked out was a down in distillates (0.3¢, Maine to California) 
and an up in residual (10¢ at wholesale and retail). 


Not Everybody’s Selling Out 


A note on the sellout craze: A big independent in New Jersey says he’s definitely not 
selling out. He’s been approached by at least three majors, including one Midwest opera- 
tor who retired from the East over a decade ago. But the independent says he’s stay- 
ing, and has confidence in the future. 





# 


MARKET OUTLOOK > 

















YOUR GUIDE TO NPN PRICES 


Market barometer ....................page 193 
Refinery and terminal prices cee 
Key crude oil prices . dasa 
Tank wagon prices .......... ivi ee 
Gasoline consumption by states . 198 


Gasoline prices for 55 cities ...... 
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(To obtain more 


illuminated plastic 
signs of success 


data on advertised products see page 176) 


th annual 


PLASTI-LINE 
SIGN CLINIC | 


KNOXVILLE AND | 
GATLINBURG, TENNESSEE 
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PRODUCTS VS. CRUDE GULF COAST 
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PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR GRADE GASOLINE 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kefosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 






































No. 6 fuel, no 
If. iva 


Refinery and Terminal Prices 











All prices are lied by Platt’s Oilgram Price Service, NPN’‘s as- 
sociated publica leation. Arrows indicate upward and downward move- 


ment of preceding the arrow. Prices as of August 17. Last $4.662-4.746 


price 
previous listing: July 15. 


Motor Gasoline 


Gulf Coast 


70-72 oct. M..... 9.5A-10 
Baltimore, Md. 
Reg. grade 


Minneapolis-St. oR a. 
99 oct. prem 
91 oct. reg 


17.3 
14.5-14.8 
..12.8-13.4 


12.5-13.4 


14.7-16.3 
12.7-13.3 


ee 


~15.75 
12.54-12.75 
Okla. Group 3 (Nerthern Shot.) 
99 oct. prem B ~15.5, 
91 oct. reg 12. sh 


N. Tex. (Tex. & ie Mex. Shpt.) 
98 oct. prem 4.5A-16.3 


5 
84 oct, reg .5A-13.5 


194 


‘ox. & New Mex. Shot.) 
° fy tery 


BARR 


+ 
2 


transport lots) 

15.375-16.25 
12.625-13.25 
12.625-13.75 
12.625-13.25 


SSSer Sesese 


: R223 


srsses 
: RRRBER 


= 


ta 


essszs 
22223 


California—Los Angeles District 
Rack: 
13W-15.7 


. 1 5 

84 oct. reg.......10.5W-12.6 
Tank Car: 

98 oct. prem 13V-15.7 
94 oct. prem -14.6 
88 oct. reg....... ~12.65 
84 oct. reg 10. 5V-12.6 


Tank Truck (400 or -_. 


88 oct. reg 


San Francisco District 
Tank Truck (400 er or rw 


Distillates & Fuels 


Gulf Coast Cargees 
41-43 w.w. kero. .8.125W-10.375 
; 7. 15W-9.875 
53-57 d.i. gas oil. .8.375-10.25 
48-52 d.i. gas oil..8.25-10. 125 
43-47 d.i. gas oil. .8. 125-10 
Bunker C fuel... .$2.00-2.10 
Bunker C fuel 

max 1% sulf.. .$2.25-2.35 


Albany, N. Y 
Kerosine, No. 1. .10W 
9.5 


Diesel oil, shore 
ov 
$3.46-3.83W 
No. 6 fuel, no 


sulf, guar $2.49 


Baltimore, Md. 

Kerosine, No. 1. .9. 
lo barges..... .9. 

No. con Raaohen 
do barg 

Diesel oil ‘ain 
lants. . 


Baton Rouge, La. 
Kerosine, No. 1. .9. 
No. 2 fuel. ...... 9. 
Diese] oil, shore 


unkers....... $3.83 
Heavy Diesel, 


Bunker C, 
bunkers 


Boston, Mass, 
Kerosine, No. 1. .9.{ 
LS 1 Se 
Diesel oil, shore 
plants 
No. 5 fuel. .... 
No. 6 fuel, no 
59A-2.64 
do barges...... 2 seh a 
Light Diesel, 
bunkers 3.970 


Buffalo, N. Y. 
Kerosine (a) 11.15 
Diesel fuel (a). ...11.15 
No. 2 fuel (a)... .10.75 
8.9 
No. 6 fuel. ......8.15 
(a) Prices of some sellers to bulk com- 
merical consumers are 0.15¢ higher. 


Charleston, S. C. 
Kerosine, No. 1. .9.9W 
No. 2 fuel....... 9.6 
Diese! oil, shore 
plants.........9.7W 
$2.90 
No. 6 fuel, no 
sulf. guar......$2.47 
do barges... ...$2.44 
Light Diesel, 
$3.93 


Bunker C, 
bunkers....... 32.344 


Chicago, lil. 

Range oil, No. 1..9.875W-11.85 
No. 2 fuel...... .9.125W-10.85 
~~ ny low 


No. 5 en high 


8.7 


8.65-8.75 
No. 6 fuel, low 
- ee 7.65 
No. 6 fuel, high 
.7.4-7.5 


oe Ohio 
No. 5 
No. Sted. 
*Delivered C leveland, 


Corpus Christi, Tex. 
No. 6 fuel, no 
sulf. guar... .. .$2.23 


Bunker C, 


Detroit, Mich. 


No. 6 fuel. .. 


Houston, Tex. 
Kerosine, No. 1. MH A 10.375 
do barges..... 
No. 2 fuel. ..... ’ pr eo 
25 


Diese] oil, shore 
plants 
No. 6 fuel, no 
sulf. guar......$2.13-2.30 
do barges. .... .$2.10 
Light Diesel, 


Heavy Diesel, 
bunkers....... $3.67 

Bunker C, 
bunkers....... $2.10 


Jacksonville, Fla. 
Kerosine, No. # 


Diesel oil, shore 
plants 
No. 6 fuel, no 


do barges... <a 
Light Diesel, 


bunkers $2.22W 


enema hag Paul, Minn. 
Range oil, No. 1..10.43W-11.2 
No. 2 fuel. ......9.68W-10.45 
No. 5 fuel, hi h 

eee 9.4-10.4 
No. 6 fuel, high 

ES 8.4-9.4 
Mobile, Ala. 


$4.01 
New Haven, Conn. 
Kerosine, No. 1. .9.8 
No. 2 fuel....... 9.3 
Diesel oil, shore 


Bunker C, 
bunkers....... $2.39A 
New Orleans, La. 
Kerosine, No. 1. .9.8 
No. 2 fuel..... 9.4 
= oil, shore 


lo barges......$2 
Light nag 


oo swag og a ev 
erosine, NO. 
ion ont 9 ay-0.09 


8. 850-9.1¥ 


do barg 
No. 6 fuel, t no 
sulf. guar 


No. 6 fuel, 


$2.42A-2.50A 
$2.37-2.474, 


$2.65 
. $2.62 


$3.93 
Heavy Diesel, 
bunkers $3.83 
Bunker C, 
bunkers $2.37A 
Norfolk, Va. 
..9.8 
9.3 


9.6V-9.7¥ 


$2.52 
$2.46 
$3.93, 


$3.83 
* ” 
$2.36A 


Philadelphia, Pa. 
Kerosine, No. 1. .9.8V 
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Key Crude Oil Prices (As of August 15) 
United States 
I UE aco cnadanctecccnéedesnaccsdscaan $3.23 
‘exas 
West Texas sour, 36 gravity................0eeceeeeee 2.79-2.83 
Mid-Continent 
Oklahoma sweet, 36 gravity... .............eeeceeeees 2.77-2.97 
Williston r 
North Dakota, 36 gravity... ..............sseeeeeee ees 2.62-2.87 
Pennsylvania 
PN Gidu dat dckede teidcssskuesscuacscécernxtaadle 4.25 
Canada 
Alberta 
I cxtnnds nad dion tedhidheiwsecesesetededben 2.38 
Venezuela 
7 one heavy, FOB Las Piedras, flat.............. 1.73-1.88 
Middle Ea: 
Persian Gulf, FOB Ras Tanura 
Be a ah kndaden ce casacceiasciecscscute 1.89-1.90 
Port Everglades, Fla. 58 & above d 
Kerosine, No. 1. .11.05-11.3 SS EE : Hy 
No. 2 fuel. ...... 10.8-11.1 No. 1 fuel....... 9.5 
Diesel oil, shore No. 2 fuel....... 4 25-8. 875 
plants......... 0.8-11.1 No. 6 fuel.......$1 1.80 
No, fuel, $9.38 N. Tox. (Tex. & New Mox. shpt) 
do barges...... 2.32 42-44 w.w. 
Light Diesel, kerosine.......10.5-11.25 
unkers....... $4.662 58 & above d.i 
Bunker C, ) ERS 0.5-11 
bunkers...... $2.20 No. 6 fuel....... $1.95-2.50 
Portland, Me. W. Tex. (Tex. & New Mex. shpt.) 
Kerosine, No. 1. .10V. 42-44 w.w. 
No. 2 fuel. 9.5V kerosine......... 11-11.25 
Diesel oil, shore ¥ 58 & above d.i 
a amen No.1 foe <°°°--1025-11 
1 $2.59A-2.64 o. 2 fuel....... 
+ ny Some peites oi No. 6 fuel....... $2.60 
Bunker C, E. 
bunkers.......$2.46 Gl ww (Track transport tote) 
Providence, R. |. kerosine......... 10.5-11.1 
Kerosine, No. 1. .9 vy 58 & above di. 
No. 2 fuel....... 9.4 DREN, ..nccceoss 9.75-10.5 
— -. shore No. 6 fuel....... $2.00-2.50 
ne 5 taci a a Cent. W. Tex. (Truck Transport lots) 
No. 6 fuel, no 42-44 w.w 
a... 58 & = di, be 
Nore Nov @ fuel. 2.24200 
mt... i Kansas (For Kans. destinations only) 
bonkers. 42-44 w.w. 
kerosine....... 10-10.25V 
Savannah, Ga. 52 & above d.i 
Kerosine, No. 1. .11.1-11.4 Diesel......... 75V 
No. 2 fuel......- 10.9-11.2 58 & above d.i 
— oil, shore eee 9.75-10 
ncasseee ; No. 1 fuel. .9.75-10 
No. Sfuel....... $3.01 No. 2 fuel....... 9-9.25Y 
No. 6 fuel, no No. 5 fuel....... $1. 
sulf. guar...... $2.37 No. 6 fuel. ...... $1.80-1.90 
do barges. . 2.34 
Light Diesel “ Ark. (For shpt. to Ark. & La.) 
unkers......- $4.578-4.704 42-44 w.w 
Heavy Diese) kerosine....... 10.625 
Tractor fuel... ..11.25 





a Diesel, 
$3.90 
Okla. (Okia, shpt.) 


42-44 w.w. 

krosine . 2... -9.875-10. 1258 
8 & above d.i. 
. Diesel........ .9.375W-10.25 
oS ae 9.375Y-10 
No, 2 fuel. ..... 8.625V-9.25 
No. 6 fuel... . . $1.80-1.95 


Okla. Group 3 (Northern shpt.) 


42-44 w.w. 


p kerosine....... 9.5V- 


9.875 


52 & below d.i. 
Diesel 





iesel.........9.5 

58 & above d.i. 

Diesel. .... - -9.875 
No. 2 fuel. ...... 9.5 
No, 4 fuel. ...... $2.65 
No. 5 fuel....... $2.45 
No. 6 fuel....... $2.30 
Western jet « ween 
Kerosine........ 
55 cetane Diesel. 9g 
Fes BINS wasses 11.25 
No. 2 Pi ccases 10.75 
36-40 gravity fuel.10.25 
Oll City 
Kerosine........ 
55 cetane Diesel. = 7 
Wes 1 BB. oo sess 1.25 
No. 2 fuel....... ti 
Pittsburgh 
Kerosine........ 11.7-11.95 
50 cetane Diesel. .11.45 
No. 1 fuel....... 11.7-12 
No. 2 fuel....... 11.2-11.5 
36-40 gravity fuel.11.25 
Central Michigan 
Rue oil, kero- 

Riensdeanae 11.125W-13 .25 

P. W. distillate. ..13.1-13.6 

<)” eae 10.125W-12.5 
U. G. I. gas 11 

fo. 5 fuel. .....- .1-9.2 
No. 6 fuel. ......8.35-8.45 
California—Los Angeles Dist. 
Rack: — 
FB WR ceccese. 9-12 
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‘Dieewe i 
) eee 8.5-11.25 
Lighs fuel 
___ ere $2.80 
Heavy fuel 
ae $2.15-2.35 
Tank Car: 
40-43 w 
kerosine......... 15.8 
Stove di 
iavecsiac 9-15.3 
. 8.5-13.8 
Light fuel 
Meksesecees $2.80 
Heavy fuel 
ee $2.15-2.35 
Tank Truck (400 gal. or more) 
kerosine......... 19.3 
Stove 
 ) tere 15.8 
Diesel f 
i 14.3 
San Franelsco Dist. 
Tank Car: 
41-43 w.w. 
kerosine......... 16.3 
Stove 
ere 15.8 
a 14.3 
t fuel 
rE $2.85-3.03 
Heavy fuel 
Mii ccdcaress $2.40-2.58 
bee Truck (400 gal. or more) 
ww 
Soume Me edecie 19.8 
Stove 
PS 100.......... 16.3 
Fa cécsducs 14.8 
Ships’ bunkers, or deep tank lots 
San Calif. 
Diesel—PS 200.. .$5.09 
Bunker C—P8 
ebbacnswenee $2.10 
San Francisco, Calif. 
Diesel—PS 200.. .$5.30 
Bunker C—PS 
Guidexvcosied $2.15 
Seattle, Wash. 
Diesel—PS 200.. . $5.55 
Bunker C—PS 





Manzanillo 

BE casedévebe $5.42 

Bunker C....... $3.20 

= 

Bunker ©... |. :.82.15 

Salina Cruz 
iissvaeverss $5.42 

Bunker C....... $3.20 

ree 

rae 

jo eckckes $2.15 

Vera Cruz 

Bunker C........ $2.15 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on ap ae eae 
otherwise designated. 
FOB Group 3 
Grade 26-70 
4.5¢ 
FOB Breckenridge, Tex. 
Seat 26-70 

¢ 


LP-Gas 


Producers contract prices, tank cars 
New York 

Harbor........ 8.55-8.8 
Philadelphia. .... 8.3 





Lubricating Oils 


Western Penna. 
so Neutrals—No. 3 Col. Vis. at 


3 + (180 at = 420 to 425 flash. 


Mid Continental 

FOB Tulsa basis, for domestic shipment 
only, bright vis, at 210° neutrals 
vis. at 100° 0-10 p.p. 


Bright Stock —Conventional 


200 vis. D 

10-25 p.p........24 
150-160 vs. D 

0-10 p.p.........22 
10-25 p.p........21.54 
120 vs. D 

1-10 p.p.........214 
Bright Stock—Selvent 
150-160 vis. 


0-10 p.p., 95 v.i... 244-254 
Neutral Oils—Conventional Pale Otis 
60-8: 


5 vis. 
eee 15.754 
86-110 vis. 

No. 2 col....... 16 


A 
150 vis. No. 3 col.17.5A4 
180 vis. No. 3 col.17.754 
200 vis. No. 3 col. 18A 
250 vis. No. 3 col.18. 54 
280 vis. No. 3 col.18. 754 
300 vis. No. 3 col.19& 


Neutral Oils—Solvents— 95 v.i. 


170-180 vis. ..»-20.25 4-21.25 
200-210 vis..... 20.54-21.5 
300 vis........ 21.5A-22.5 
Cylinder Stocks 

s.r. olive 
green........ . ISA 
Gulf Coast 


Solvent Refined Oils from Mid-Con 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 210 

150-160 vis. 

0-10 k.t., 96 v.i.. 24 


Neutral Olle—Vis. at 100; 95 v.1. 0-10 pt 
100 20 


Cikcccccses 
Se Ui aseceses 20.5 
300 vis... ....... 21.5 
ere 22.5 
South Texas | 
Vis. at 100° F., FOB 8. Tex. refineries for 
and/or export shipment. 
Pale Olls 
100 vis. N 
ves viwas 16.5 
0. 
2-3 eols.......... 17 
300 vis. N 
esdosees 17.5 
600 vis. No. 
VY ool....... 18 
750 vis. No. 
dnseeds 18.26 
1200 vis. No. 
oS ap 18.75 
200 vis. No. 
eececcsceus 19.25 
Olls 
100 vis. No. 
Sem 15.5 
200 vis. Ne. 
pe Ser 17 
300 vis. No 
Yl eae 17.5 
600 vis. No 
Ca 18 
750 vis. Ne. 
6-6 eol,.......... 18.25 
1200 vis. No. 
lv). a 18.75 
2000 vis. No. 
6-6 col........... 19.25 
(Continued on next paye) 


REFINERY AND TERMINAL PRICES 


















































Avgas 
New York, N. Y. 
Grade 100/130, . 
Grade 91/96 
Grade 80 


Toledo, Ohio 
Grade 100/130, . .20.05 
Grade 80 


Wax 


Western Penna. (t.c. in bulk) 
124-6 AMP white 
crude scale......6 


1.15¢ for 1,000 Ib. skids; 1.6¢ lb. for 55 
Ib. cartons. Melting points are AMP. 


Crude Scale Wax 
124-130.........6.6 


Refined Wax 
123-145.........7.68 


Refined Wax 
149-151........ 


Petrolatums 


Western Penna. 

Bbis.; carloads; —. cars, 2.25¢ less. 
Snow white...... 128 

Soft white....... 4 75 

Lily white....... $225 


Naphthas & 


Solvents 


Baltimore, Md. 
Mineral spirits. ..17.5 
Boston, Mass. 

V. M. & P. 


Mineral spirits... 


ag York Harbor 
V.M. & P. 
‘Naphtha Perr 19 

Mineral spirits. . . 18 


Providence, R. |. 
Mineral spirits. ..18.6 


FOB Group 3 
Stoddard solvent. 13.375 
Cleaners naphtha.13 .875 


went... 13.875 
Lacquer diluent. .14.125-14.375 
Benzol diluent. . . 15. 125-15 .625 


Western Penna. 
Oil City: 
Stoddard solvent. 18 


Seaboard Wax 

Prices are for bulk lots in cents per pound 

in tank cars or tank trucks, F.O.B.Atian- Light amber..... : 125 
tie or Gulf Coast refineries. For slabs, Amber 6.875 
add: 0.9¢ Ib. for 1,600-2,000 lb. pallets; | ea 6.75 


Philadelphia, Pa. 
V. M. & P. 


Swidard ovens. 18 


Mineral! spirits. ..17.5 








NPN Gasoline Index 


August 15...... ‘ 
Month ago 
Year ago. 


Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 


Tank Wagon Prices 


Dealer T.W. Tank Car 
(cents per gal.) 











Prices for gasoline do not include taxes; they do however, include inspection fees, 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
in effect August 15, 1959, as posted by principal marketing companies at their head- 
quarters’ offices, but subject to later correction. 











Mobil Oil Co. 


Mobilgas Gasoline 
(Regular) Mobilfuel Mobilheat 
Cons. Gasoline *Mobil Kerosine *Diesel *(No. 2 Fuel) 
. Taxes T.C. Yard T.W. T.C. Yard T.W. 


“sanz 


T.W. 
New York City 
Manhattan pews 16 
Bronx eeek 16 
Kings. <eas 16 
SROING. ov ccccevoes sees 16 
Richmond. . sBhis 16 
Mt. Vernon, N. ¥...... ose 16 
Albany one oer 16 
Binghamton. ........ . 16 
Buffalo....... j f 16 
Jamestown , 16 
Plattsburg...... Sse ‘ 17 
a cisatevesns 
Syracuse... 
Bridgeport, Conn. 
Hartford . 
New Haven 
Bangor, Me,..... 
Portland 
Boston, M 
Manchester, N. H 
Portsmouth 
Providence, R.I........ 
Burlington, Vt.. 
Rutland. 


*Com. cons. t.c. prices 0.15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax 
, Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfue] Diesel—All points, t.w. less 0.5¢ for deliveries 
of 800 gal or more. 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 


Paragon 
GASOLINE 


N.Y. C. EM 1-4100 


x) 


esses 25° 


O m3s3s3-363 
weonws — 
a 
7 OM QNwI8I83 
: a: os 
_ on - 


NWN SWS AS 2S Sew nwnwrn 


aoe ceo 
+ CO OO me 
PO ROM WMO maD: 


Ass & SOON e Nw AOO- os 


a 
Wwe, 
. - ° 
© mene- Se 
we 








Fluorescent color for 
solvent extracted and 


additive lube oils 


. 
Petroleum Colors 


This Is Your 
Market Place 


PATENT CHEMICALS, 
INCORPORATED 
Paterson 4, New Jersey 


. 40 ST., : ne 
=i Write today for Advertising 


Space Rates 








NATIONAL PETROLEUM NEWS 
330 West 42nd St., 
New York 36, N. Y. 


Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Sydney, N. S. Boston 




















To obtain more data on advertised products see page 176 NATIONAL PETROLEUM NEWS °* September, 1959 








ATLANTIC Atlantic Gasoline Kerosine 
REFINING (Regular) = me 
Dir. Cons. Gasoline No.1 Fuel(a) Fuel (a) 
T.W T.W. Taxes T.W. T.W. 
Philadelphia, Pa.... *16.1 17.1 8.0 14.7 14.0 
ica scc<sv ee *16.1 17.1 8.0 14.95 14.3 
Allentown......... *16.1 17.1 8.0 14.95 14.3 
Harrisburg........ *16.1 17.1 8.0 14.95 14.3 
Wilkes-Barre *16.1 17.1 8.0 15.25 14.6 
Williamsport....... *16.1 17.1 8.0 15.25 14.6 
Pittsburgh......... **16.9 17.9 8.0 15.5 14.65 
Altoona......... . ae 17.9 8.0 15.5 14.65 
Oy eS **16.9 17.9 8.0 15.5 14.65 
Greensburg........ *°16.9 17.9 8.0 15.5 14.65 
Wilmington, Del... . 16.1 17.1 8.0 moe aie 
Hartford, Conn. 15.2 16.7 9.0 ae asbs 
New Haven........ 15.2 16.7 9.0 s 14.3 
Boston, Mass....... 14.4 16.2 8.5 aS ueee 
Springfield. ae 15.2 17.1 8.5 se eas 
Providence, R. I... . 14.9 16.2 9.0 cite 14.2 
Camden, N.J...... 15.0 16.0 8.0 14.4 13.9 
Newark awe 15.0 16.0 8.0 14.3 13.8 
Albany, N. Y...... 16.4 16.9 9.0 14.7 13.9 
Binghamton. ...... 16.6 17.1 9.0 15.3 14.6 
Buffalo....... ard 16.4 17.0 9.0 15.9 15.5 
Elmira......... 16.6 17.1 9.0 15.7 15.6 
Rochester........ 16.7 17.2 9.0 15.4 14.8 
Syracuse Stace 16.4 17.4 9.0 
Baltimore, Md..... 15.4 16.9 9.0 14.1 
Richmond, Va...... 14.9 15.9 9.0 14.5 13.8 
Charlotte, N. C..... 15.6 16.6 10.0 14.6 13.9 
Jacksonville, Fla... . 16.6 16.6 10.0 pee 
| | eee 16.6 16.6 10.0 ‘a 
*Fair-trade minimum service station price. . . Sanexed sgécsibesy ate 
**Fair-trade minimum service station price......... : «38.09 


Heavy Fuel 
No. 5 No. 
PRIS  nannntcatavrcasvas nace catesdascrnek vas 9.07 7.45 

*Less 0.19¢ voluntary allowance. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 

(a) Prices subject to 0.5¢ per gal discount; except Philadelphia and Camden, 0.6¢; 
and Charlotte, no discount. 


ESSO 1 — — mie 
egular an 0. 
STANDARD Dir. Cons. Gasoline No. 1 Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
Atlantic City, N. J...... 15.0 16.0 8.0 14.3° 13.8 
| 15.0 16.0 8.0 14.3* 13.8 
Baltimore, Md......... 15.9 16.9 9.0 wee 14.1 
Cumberland. .......... 16.4 17.4 90 4 
Washington, D.C...... 15.9 16.9 9.0 14.4 
Danville, Va... . -- 15.9 16.9 9.0 14.9* 14.1 
Petersburg............. 14.9 15.9 9.0 14.5 13.8 
PECs tisceccusess Se 15.9 9.0 14.5 13.4 
Richmond...... stican 15.9 9.0 14.5 13.8 
Roanoke... . rey 16.9 9.0 15.9* 14.9 
Charleston, W. Va...... 14.9 15.9 10.0 14.6* 
Dc c5osscdicecs Se 16.9 10.0 16.1° 
Parkersburg... ... sice Ee 16.9 10.0 15.0* ‘ 
Wheeling........... 16.1 17.1 10.0 15.0* P 
Charlotte, N.C... ore 16.6 10.0 14.6 13.9 
Pere 16.7 10.0 14.8 14.2 
a Pree 15.6 16.6 10.0 15.1* 14.4 
ae See Me 16.9 10.0 15.4 14.8 
Salisbury... were 15.6 16.6 10.0 14.6 13.9 
Charleston, 8. C........ 15.5 16.5 10.0 13.43 
Columbia........ sce ee 16.8 10.0 14.8: 
Spartanburg........... 15.6 16.6 10.0 13.73 
New Orleans, La........ 13.9 14.9 10.0 13.1* ms 
Baton Rouge.......... 13.9 14.9 10.0 12.9* 
Alexandria.......... . “9 15.9 10.0 14.0* 
Lake Charles.......... 13.9 14.9 10.0 12.8° 
Shreveport............ 15.4 16.4 10.0 14.9* 
New Iberia....... .. 14.9 15.9 10.0 13.3* 
Knoxville, Tenn. ia. 15.9 10.0 15.3* 
Memphis.............. 14.1 15.1 10.0 14.8* 
CRARBMOOEE.....:.cc00 sss P 10.0 152° 
Nashville eee 15.9 10.0 15.1* 
Little Rock, Ark. 14.4 15.4 9.5 15.5° 


*Prices apply for kerosine only. 
Heavy Fuels 
No. 4 Fuel No. 6 Fuel 


Newark, N.J...... . $3.782 $3.05 
Baltimore, Md 4.14 3.33 
Washington, D. C. 1,050 gal minimum 4.43 3.36 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 
gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 








IMPERIAL (Prices are per imperial gal; to arrive at price per U. 8. 
OIL gal, subtract 1/6th.). 
Esso Furnace 
Esso Gasoline oi 
(Regular) Gasoline Kerosine (No. 2 Fuel) 
Dir. T.W. Taxes T.W. T.W. 
St. John’s, Nfld....... . 22.9 17.0 24.7 18.2 
Halifax, N.S.......... is ance ee 17.0 23.7 17.2 
St. John, N. B......... 21.9 15.0 25.7 17.2 
Charlottetown, P. E.1...... — x 16.0 26.2 18.8 
Montreal, Que.......... 22.3 13.0 24.6 17.8 
Toronto, Ont............ 13.0 25.1 18.1 
Hamilton, Ont......... ; 22.3 13.0 25.1 18.1 
Li | eee 11.0 28.5 18.4 
Brandon, Man......... seca ae 11.0 28.5 20.6 
Regina, Sask........... > se 12.0 25.2 7.1 
Saskatoon, Sask........ - 24.5 12.0 27.9 17.4 
Calgary, Alta........... one Se 10.0 24.4 16.2 
Edmonton, Alta. . ‘ oat ae 10.0 23.9 15.7 
Vancouver, B. C.. mas 22.3 10.0 25.4 17.1 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
INDIANA Red oo meine Pan 
(Regular) urnace Oil 
STANDARD Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal and over 
Chicago, Ill. 16.4 18.4 8.0 17.1 15.9 (a) 
South Bend, Ind..... 16.8 18.3 9.0 17.5 16.2 15.2 
Detroit, Mich. 16.5 18.0 9.0 17.8 16.1 15.1 (b) 
Mpls.-St. Paul, Minn. 19.1 8.0 17.3 15.9 (a) 
Des Moines, lowa ; 18.5 9.0 17.5 15.7 14.7 
St. Louis, Mo... ... 18.8 7.5 17.5 15.9 14.9 
Wichita, Kan. cou BS 18.1 80 16.2 14.1 13.1 
Omaha, Nebr.... 18.6 10.0 17.7 15.2 14.2 
Fargo, N. D.... 17.9 19.4 9.0 19.2 16.5 15.5 
Huron, 8. D. tude Wn 19.7 9.0 18.6 16.4 15.4 
Milwaukee, Wis..... 17.1 18.6 9.0 17.4 15.9 (a) 


(a) See below for prices on larger quantities. (b) 14.9¢ for 750 gal. & over. 
Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal & over gal & over gal & over 
Chicago , 14.9 14.4 11.55 10.8 10.25 9.5 
Standard Furnace Oil 
100-174 175-849 850gal 100-349 350 gal 
gal gal & over gal & over 
Mpls.-St. Paul... . 14.9 14.2 13.7 , 
Milwaukee....... , 14.9 14.4 
Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
oil prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to 
be added, where applicable. 
Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


STANDARD Prices are tank truck postings, ex all taxes, ap- 
OF CAL plying for deliveries of 400 gal or more; see 
° below for other deliveries. 
Standard 
“Pearl Chevron —__ 

Chevron Gasoline oil” Diesel Furnace Stove 

(Regular) Taxes Kerosine Fuel Oil Oil 
San Francisco, Calif... 18.3 9.0 19.8 14.8 14.8 16.3 
Los Angeles.......... 17.8 9.0 19.3 14.3 14.3 15.8 
POUND. co cccseccesec 19.4 9.0 21.8 15.6 15.6 17.1 
PRONE. scncesescces 19.5 8.0 22.7 16.7 16.7 19.7 
Reno, Nev........... 20.7 9.0 22.4 17.3 cei adie 
Portland, Ore........ 18.9 90 21.8 15.1 
Seattle, Wash........ 19.0 9.5 21.8 15.2 
SN. . ¢ ataadonds 21.2 9.5 24.6 16.8 nade 
As sndeeth oe 19.0 95 21.8 15.2 ee iid 
Boise, [daho. . ere 9.0 31.6 16.7 16.7 18.2 
Salt Lake City, Utah.. 19.3 9.0 20.7 15.3 13.8° 15.8 
Honolulu, T. H....... 19.4 11.5 20.9 15.6 15.6 
Fairbanks, Alaska.... 29.1 8.0 7.9 ara aba 
Juneau . 20.6 8.0 29.8 


*Standard No. 2 Burner Oil. 

Taxes: Honolulu— Diesel /furnace oil price is ex 1¢ territorial tax; all T.H. prices are ex- 
Hawaiian gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ higher than Chevron (regular) for quantity delivered at all points except Salt Lake 
City, 3.0¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer. deduct 3.5¢. 

Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal, 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 

(Continued on next page) 


TANK WAGON PRICES 



























USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 


> DEGREE DAY SYSTEMS 39-30N 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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Ohio Standard Continental Oil 


sme Goncumet ns Gas ker i No 
T.W 8.3. H (N.B. Prices are Continental's tank wagon prices. Current selling prices may vary trem 
ae " those shown because of local conditions.) 
17.1 20.6 21.9 5 J : F 
xe HS 
15.4 ’ : ousiee 
17.1 21.9 . Gasoline Gaso- Kero- 
17.1 21.9 10. TW. line sine 
20.9 (Reguiar) Taxes T.W. 
‘ Denver,Cole.. 18.0 9.0 18.5 


9.0 21.1 
18.7 9.0 19.2 
1 We y 18.7 
8: Kerosine, N 1 & 2 Fusle—Prices are for 100 gal or more; for 60-09 eal, nd 18.9 19.5 

“a 140 gal wd 34 Raukeaed poe : consumer t.w. & 6.8. 4¢ above regular, re- ee ’ . ’ 
eellers 3. Se aae 8.8. prices are at at cmpanpragentea oa stations. 19.9 x 21.9 
*Summer discount of 0.5¢ on t.w. sales except at Portsmouth and Zanesville. 20.9 j 23.7 


8 88 mT Kentucky Standard 
Gase- 

Texas Company = rtm ty tet ~~ eeae = i. 

Fire Chiet Gasoline ee «+e 16.4 . ; : Aten ; , 95 15.9 


lar) ~ Bt F ; ‘ 
eo erosine . . . . o Menceene . . . Als. 16.8 11.0 15. 
Dest camer Doster - 16.4 9 9.6 I Mis. 17.0 10.0 16.1 


eee Gasoline taxes: 8¢. am ; Fla. 6.6 10.0 15.9 
Dallas, Tex... 16.4 16.9 : isvi 10.0 16.1 
Ft. Worth... 16.4 16.9 ; Notes: Prices are for min. 1. de- 16.43° 9.5 ; . 
Wichita Falls 15.6 16.9 ; liveries. Gasoline—Premium t.w. ham gasoline taxes in- 
Amarillo. ... 16.9 i ices 3.5¢ above regular, except El Paso, klaboma 16.43° 9.8 clude apo County tax. Kerosine 
16.9 ’ .7¢ > Kerosine—Prices apply to 6.43 : taxes not included in prices: Georgia 1¢; 
17.8 dealers & consumers. ‘ 9.5 . Mississippi, 0.5¢. 


— 
= 
oe 


eSeceeacecco: 


Toledo 
Yousnowe, 1 
yoo 17. 


———— 








Gasoline Markets 











Gasoline Consumption by States, April 1959 


(American Petroleum Institute Figures) 

Tax Ratet aa Month of. oo ——4 Months Ending With——. 
April March, 1959 April, 1959 April, 1958 April, 1959 1,1 
Cents 000 Gal. 000 Gal. 000 Gal. 000 Gal. 


Alabama. . Seas 79,817 316,574 
*Alaska ; : ‘ 
Arizona 


Arkansas . Re 
California. . : - 483; 795 


Colorado ~ y 54,361 195,154 
Connecticut... ... , - ° 60,780 222,162 
Delaware : bavawks a K 16,816 57,332 
District of C ‘olumbia . aise F > ee 17,014 66 ,956 63 ,878 
Florida ae b sak noes Stat pesuedes 168, "398 161,712 151, 453 606 ,560 


Geordie... : pare oO 107,256 111,870 102,315 : 390,739 
idaho... 21/215 23/613 221559 : 75,056 
Illinois....... hos cee bath Sette ou ake ; 240,582 256 ,596 863 
Indiana.... ONE ab Cokesieas wake 141,620 155 ,347 526,217 
lowa....... “pe te ‘ pe ere : 75,101 83,432 316, 191 321,293 


Kansas... . as ; ocute ee caw vt re t 85 , 227 654 315,604 

Kentucky... . : ; <s 74,312 281,152 265, "768 
Louisiana. .. roe ; ; 79,852 76 303 ,203 299,341 
Maine..... ‘ 22,202 89,077 84-718 
Maryland... . sek ‘ ie aneaies 5 72,916 71,087 280,104 258,890 


ne 


Massachusetts... . paereresueeses os : eeee 5% 104,904 ’ 425 ,807 
Michigan..... Seseseiave hanakenee 199,507 794,055 
Minnesota. . Cesnwoctvovcecesvcenes eo cass 95 ,968 375,230 
Mississippi. . ease - eves 6 nantyee ve 61,404 55,690 213 ,605 
Missouri. . . . ‘ : spa dian Kens eaacev Cun ‘ 144,051 146, 193 139,019 535 ,624 


Montana. ... yr wip poesroenene ee 21,965 24,827 25 ,233 82,164 
Nebraska... . Sei ‘ Siaseee cad ae 44,667 55,274 51,614 176,474 
Nevada ats ; 5 : ‘ 11,049 11,358 10,437 787 
New Hampshire ay ie 14,547 14,258 13,330 57,926 
New Jersey... Tati ae 157,460 161,729 154,624 613,591 566, "020 


Sat Cr sR eh sa iscpevesss 6 34,854 35,851 32,298 137,924 132,217 
New York 6 302,313 321,662 317,287 1,234,363 1,182,864 
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North Carolina 


y orth Dakota...... 


Oklahoma.......... 


Oregon 


Pennsylvania........... anti 
Rhode Island....... 


South Carolina 


Vermont. 


Virginia. .... 
Washington 
West Virginia. 
Wisconsin. .... 
Wyoming....... 


Total 48 States and D. of C. 


Daily Average 


Change from previous year: 


Total Change. . 


Percentage change i in Daily Average 


(American Petroleum Institute Figures) 


Tax Ratet ———~—— - — Month of 
il March, 1959 April, 1959 
Cents 000 Gal. 000 Gal. 
7 115,122 119,285 
6 19,927 30,705 
5 249,911 287 ,399 
6% 83 ,075 87,710 
6 50,290 54,200 
5 252 ,702 265,211 
6 19,227 19,416 
7 60,464 61,873 
6 22 , 841 27 ,867 
7 103 ,030 96,944 
5 380 ,587 385,315 
6 25,758 27 ,072 
6% 734 9,469 
6 105 ,994 107 ,345 
6% 88,512 94,352 
7 54,091 46 ,564 
6 93 ,268 103 , 184 
5 1,705 12,599 
4,833, 398 5,025, 181 

155,916 167 ,506 

+169 ,671 

+3.49% 


Tt These are State Tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per gallon. 
t West Virginia gasoline tax up one cent (1¢) April 1, 1959. ; 
* Gasoline consumption data for Alaska is available on a quarterly basis only. It will be published in this note as the information becomes available. 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 


in 55 representative U. 


Average U.S 
Portland, Me. 
Manchester, N. H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R. I. 
Hartford, Conn. 


Philadelphia, Pa. 
Wilmington, Del. 
Baltimore, Md. 


Washington, D. C. 
Charleston, W. Va. 


Norfolk, Va. 
Charlotte, N. C. 
Charleston, 8. C. 
Atlanta, Ga. 
Jacksonville, Fla. 
Birmingham, Ala. 
Jackson, Miss. . 
Memphis, Tenn. 
Louisville, Ky.. 


Cleveland, Ohio. . . 


Cincinnati, Ohio 
Indianapolis, Ind. 
Chicago, Ill. . 
Detroit, Mich. 


(ex tax) 


d-16.35 
14.90 
15.60 
17.30 

i-14.40 
i-14.90 
15.20 


on 
5 

© 

= 

S 


l- 14. 20 


8. cities on August 1, 1959 as compiled by National Petroleum 


Dir. T.W. 


Ser. Sta. Tax Ser. Sta. 
(ex tax) (incl. 3¢ federal) (incl. tax) 
i-21.71 9.12 1-30. 83 
18.90 10.00 28.90 
19.90 10.00 29.90 
24.40 9.50 33.90 
i-18.40 8.50 i-26.90 
1-18.90 9.00 i-27 .90 
19.90 9.00 28.90 
i-21.90 9.00 1-30.90 
i-21.90 9.00 1-30 90 
i-19 90 8.00 i-27 .90 
19.90 8.00 27.90 
1-19.90 8.00 i-27 .90 
i-21.90 9.00 1-30.90 
i-20.90 9.00 1-29.90 
19.90 10.00 29.90 
i-19.90 9.00 i-28.90 
i-20.90 10.00 1-30.90 
i-20.90 10.00 1-30.90 
1-22.40 9.50 i-31.90 
19.90 10.00 29.90 
1-21.90 11.00** 1-32.90 
1-22 00 10.00 1-32.00 
d-13.90 10.00 d-23.90 
i-21.90 10.00 1-31.90 
20.90 10.00 30.90 
18.90 10.00 28.90 
d-16.90 9.00 d-25.90 
21.90 8.00 29.90 
i-20.20 9.00 i-29.20 


April, 1988 
000 Gal. 


112,204 
30,111 
260,846 


80,630 
50,932 
260,300 
19,190 
56 ,689 


25,294 
87,294 
384,761 
26 ,643 
9,412 


107 , 162 
83 ,657 


ll, 942 


4,855, 510 
161,851 


News are shown below. Figures are in ¢ per gal.; (i) 


——4 Months Ending With—— 
April, 1959 April, 1958 
000 Gal. 000 Gal. 
457,175 418,068 
82,815 78,809 
1,014,089 953 ,001 


$22,194 633 





230 , 803 


93 ,723 85,780 
377 ,672 
1,485 ,567 ’ 
101,211 96,241 
35,284 33,946 


= 
s 
a 


408, 338 





18,768 ,758 17 824,510 
156 , 407 148 ,538 


+944 348 
+5. 30% 


and (d) indicate increase or decrease 





as compared with June 1, 1959. Tax col. indicates only motor fuel taxes levied as such 
Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (incl. 3¢ federal) (incl. tax) 

Milwaukee, Wisc. i-17.10 j-22.90 9 00 i-31.90 

Twin Cities, Minn. 14.20 18.90 8 00 

Fargo, N. D.... d-12.40 d-16.90 9.00 

Huron, 8. D. i-18.20 24.90 9.00 

Omaha, Neb. 16.40 21.90 10.00 

Des Moines, Ia. 16.30 21.90 9.00 

St. Louis, Mo. i-17 .30 1-23.40 7.50°** 

Wichita, Kans. i-16.40 i-24.40 8 00 

Tulsa, Okla. 16.30 22.40 9.50 

Little Rock, Ark. i-14.40 i-19. 40 9.50 

New Oreans, La. i-13.90 i-18 90 10.00 

Dallas, Tex. d-15 60 d-20 90 8.00 

Houston, Tex. 15.40 d-19.90 8.00 

El Paso, Tex. 17.80 1-22.90 8.00 

Albuquerque, N. M. 18.60 i-23.40 9.50* 

Denver, Colo. 16.60 22.90 9.00 

Cheyenne, Wyo. 18.90 25.90 9.00° 

Great Falls, Mont. 19.90 26.90 9.00 

Boise, Idaho 20.70 27.40 9.00 

Salt Lake City, Utah . 19.30 24.90 9.00 

Reno, Nev. 20.70 28.00 9.00 

Phoenix, Ariz. 19.50 22.90 8.00 

Los Angeles, Calif. 17.80 18.90 9.00 

San Francisco, Calif. 18.30 23.40 9.00 

Portland, Ore. 18.90 1-25.90 9.00 

Seattle, Wash. 19.00 26.40 9.50 

Spokane, Wash. 21.20 i-28 40 9.50 

*Includes 0.5¢ city tax. **Includes 1¢ city tax. ***I ncludes 5¢ ¢ ity tax. J 








G 





useful 


Why do oil market- 
ers read National 
Petroleum News? 


Because it's full of 
money- 
making manage- 
ment ideas 














Superior 


Specifications 
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CYLINDER 


STOCKS 


Fine Lubricating Qualities 
For Greases and Fluid Lubricants 


KERR—McGEE OIL INDUSTRIES, INC. 


ROBINSON * OKLAHOMA CITY, OKLA, 


306 N. 





* PHONE RE 9-0611 









GASOLINE MARKETS 









































(To obtain more data on advertised products see page 176) 

















ROYAL GASOLINE PUMP HOSE 


pe ee iPad 


~ 


















































BUYER NEED NOT BEWARE! 


UNDERWRITERS-APPROVED U.S. ROYAL HOSE EXCEEDS ALL SPECIFICATIONS 


It’s a comforting feeling to know that you, the buyer, Royal hose works equally well for both external drape 
never need beware when it’s a “U.S.” Product. U.S. and internal retractable pumps. Steel-braid carcass, 
Royal Gasoline Pump Hose not only has Underwriters’ positive static connection. Complete resistance to sub- 
Approval, but also exceeds all their specifications. This zero stiffening or cracking. 

solid, extra margin of safety and stamina means greater 

value for your hose dollar, for it means longer wear, Get U.S. Royal Gasoline Pump Hose or any of the 
easier handling. This is the hose that will outlast by 2% “U.S. marketing hose from your Oil Equipment Job- 
times the conventional gasoline pump hose. ber or write address below. 


Visit Booth No. 62, N.A.O.E. J. Trade Show. 


Mechanical Goods Division 


AO. s oh me Niel See 7 ei a Vena ti- i ae) aul. lelet-na-1)-¥ @am 101-1 -) 1-2-1 le) 0) Ul on a) 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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The Man Behind a Rebirth 


Here's how Frank Cady 
is helping oil get back 
into the new-home race 


FRANK W. CADY, the idea man 
behind oil heat’s rebirth in new homes 
in Rochester, N.Y. (See page 126), 
is relatively new to Oil-Heat Institute 
but not to oil heat. He’s been on the 
job as managing director of Rochest- 
er’s OHI since June, 1958, but he 
brought with him more than nine 
year’s experience in oil heat as a 
Delco Products employe. 

His last job for General Motors’ 
heating division was as chief of mar- 
ket research. 

He’s been on the move since taking 
over the OHI job as the first paid, 
full-time local OHI executive. Tall 
and husky, Cady’s more like a full- 
back than a quarterback, but he’s 
been calling most of the plays ever 
since. 

“He springs more angles on us 
than I ever heard of before,” says one 
of his oil jobber friends. 

Cady’s first job was to make local 
oil men and their OHI chapter more 
aggressive. Of its membership, 22 
were oil jobbers and the rest —the 
majority — were general heating con- 
tractors with no direct interest in oil 
heat or heating oil. 

As Cady signed up more and more 
oil jobbers, heating contractors didn’t 
like the idea. “They objected to mak- 
ing OHI over. They thought it was a 
general heating trade association and 
didn’t like the idea of making it into 
an oil-heat trade group,” Cady says. 
More than 40 heating contractors 
bowed out of OHI, but their loss 
was more than made up as 46 new 
oil jobbers signed up. 

Today, OHI has about 68 oil job- 
bers as members. This is about half 
the jobbers in the area, but they’re 
the important ones. They control 
about 85% of the No. 2 gallonage— 
about 100-million gal. a year—sold 
in the area. 

Since joining with OHI, Cady 
hasn’t confined himself to Rochester 
alone. He’s hit the rural areas to stir 
up jobber interest in oil heat, going 
as far west as Batavia and as far 
east as Sodus and Ontario Center. 

And he needles Rochester Gas & 
Electric Co., the main natural gas 
utility in the area. Cady lives in a 
tractbuilt, gas-heated home. He 
watches consumption and costs, com- 


Cady: A fullback calls the plays 


pares them with oil-heated homes, 
and then blasts natural gas for being 
too expensive. When the utility wants 
to expand its lines into new areas, 
Cady appears before village and town 
boards to oppose a franchise in per- 
petuity. He helped stall one bid for a 
franchise in a tie vote, making a spe- 
cial town election necessary. Cady 
hasn’t blocked the gas expansion by 
these methods, but he has slowed it 
down, forcing people to think about 
the whole idea a bit more. 

Cady is gunning for a bigger share 
of the industrial-commercial market 
for oil. “Up to now,” he says, “no- 
body has worked out gas and oil 
comparison cost sheets.” But now that 
OHI has such ammunition, it’s using 
it with effect against gas. Cady es- 
timates industrial-commercial oil gal- 
lonage is up a million gal. from last 
year. He wants to get it up to 10- 
million gal. 

Aside from his interest in oil heat, 
Cady (1) is a good barbecue chef 
— steaks especially — (2) can put 
together a mouthwatering tossed 
green salad, (3) can come up with a 
creme-de-menthe parfait in a flash, 
and (4) doesn’t mind cleaning up the 
table and washing the dishes when 
he’s finished. He’s handy making gin 
and tonic, too. 

When he plays host to his oil 
friends, Mrs. Cady clears out. She’s 
an attractive Italian girl who married 
Cady as a war bride in Naples in 
1946. 

“We didn’t make it the first time 
we had the wedding scheduled,” Cady 
recalls, “because the Italians were 
voting on whether they should have 
a monarchy or a republic. The re- 
public won and my unit had to escort 
the King out of the country.” 
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About Oil People 
NEWS NOTES 


Ken Gifford of Wadleigh’s Inc., Hal- 
lowell, heads up Maine Oil & Heating 
Equipment Dealers Assn., succeeding 
Ed Hacker of Ballard Oil & Equipment 
Co., Portland. 

Hacker, president for five years, was 
elected to the board and to the newly 
formed advisory council. 

Vice presidents are Charles L, Hamm 
of Charles L. Hamm Oil Co., Bangor, 
and Richard A Morrell of Brunswick 
Coal & Lumber Co., Brunswick. Leland 
O. Ludwig, Jr., of Petroleum Products 
Inc., Houlton, was named secretary, and 
John P. Cullinan of John P. Cullinan 
Co., Norway, was named treasurer. 

Others named to the board for the 
first time were Tom Hacker, also of 
Ballard; M. Herrick Randall of Randall 
McAllister Co., Portland; and Vincent 
C, Peters of Peters Gas & Oil Co., 
Fairfield. 








Roy L. Peterson, formerly a jobber 
at Forest City, Iowa, has joined Pe- 
troleum Marketers, a Minneapolis, 
Minn., firm that deals in oil marketing 
real estate. 

» 


Merle Campbell has retired from 
Carbon Coal Co., Des Moines, Iowa. 
He’d been in ill health for a while but 
received a clean bill of health from the 
doctor. Campbell is planning a long 
vacation to either Hawaii or Europe. 


° 

Joe Lahr and James Mottet, formerly 
Lahr and Mottet Oil Co., Ottumwa, 
Iowa, split up the partnership this sum- 
mer. Mottet is continuing the business 
as a Conoco jobber. Lahr is a new 
Deep Rock distributor. 

7 

D. R. Zachry Jr. has resigned as 
manager of retail sales for America Pe- 
trofina Co. of Texas and is now vice 
president and general manager of C & R 
Transportation Co., petroleum product 
haulers headquartered in Winnsboro, 
Tex. 

To succeed him, Fina appointed John 
A. Wilhite to the newly created post 
of manager of retail development. He 
will supervise real estate, construction 
and maintenance, and direct dealer op- 
erations. Wilhite was with American 
Liberty Pipeline Co. when Fina acquired 
it and has been a member of Fina’s 
marketing department since then. 


oa 
John W. Gendron has left Tidewater 
Oil Co., where he was assistant eastern 
division manager, and moved to the 
West Coast as general manager of trans- 
portation and supply for Richfield Oil 
Corp. At Richfield, “transportation” 
signifies all types of routing of crude 
and refined products except service sta- 

tion delivery. 

+ 
Henry D. Hines, vice president and 
treasurer, was elected president of Spur 
Oil Co., Nashville, Tenn., succeeding 
(Continued on next page) 
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the late J. M. Houghland. Other pro- 
motions were: Paul Banks Jr., from vice 
president to executive vice president; 
George Deer, from southern division 
manager to vice president; B. C, Kne- 
strick from assistant treasurer and secre- 
tary, to treasurer and assistant secretary, 
and Hugh H. Manar, from assistant 
treasurer to assistant secretary and as- 
sistant treasurer. K. E. Dunklin is the 
company’s new secretary. 


Jim Maultsby, Shell jobber in Jack- 
sonville, N. C., is still tied down after 
an operation early in August and won't 
be up and around for several more 


months. Doctors recently found he was 
born with an extra lumbar vertebra in 
his spine. To correct this condition, they 
took a bone from his hip and leg and 
grafted it to his spine. He spent four 
weeks in a cast in the hospital and ex- 
pects to be incapacitated five more 
months. 
e 

Alfred W. Fisher, Richfield distributor 
in Vineland, N. J., has set up a $100,000 
scholarship grant for graduates of Vine- 
land High School, It’s the realization of 
a long-time dream for Fisher, who was 
forced to leave school at an early age to 
help support his family. The fund, re- 


BUSY SHOP! 


Add To Your Dealers Wealth... 


And Naturally, Your Own 


The Du Mont EnginScope is the best business builder to be introduced to 
Auto Servicing Establishments since the road map. The average gasoline 
station dealer will increase his business better than 300% through scien- 


tific EnginScope tune-ups because: 


%& An EnginScope tune-up promotion will 
bring in new customers 


% Tune-ups can be promoted to additional 
gasoline and lubrication sales 


% The EnginScope impresses people— 
establishing confidence in the dealer-- 
resulting in extra business 


% More tune-up (and gasoline) customers 
can be handled per day through time 
Savings provided by EnginScope 

*% Extra money is made through more, 
legitimate, parts sales 

% Old customers appreciate the favor of 
more-miles-per-gallon EnginScope 
tune-ups—thus continuing patronage 


Check With Your Local Du Mont EnginScope Representative For Details On A Performance 
Check Program...Or Write To The Address Below — Others Have —And They're Glad 


| DUMONT EnginScope® 


*Trademark 


served for needy students with outstand- 
ing scholastic records, will initially pro- 
vide a student with up to $1,000 a year 
for a four-year college course. 


Sanders 


At Texaco Inc., 
John W. Green 
has been named 
assistant general 
sales manager of 
the domestic sales 
department. _For- 
merly general sales 
manager of the 
northern region, he 
is succeeded by 
James O. Sanders, 
Atlanta division 
sales manager. 

John H. Dea goes from assistant gen- 
eral sales manager of the northern re- 
gion to New York division sales man- 
ager. He replaces C. F. Gunther, whose 
new appointment will be announced 
early this month. D. Allan Sedgwick 
moves from Buffalo, where he was as- 
sistant division sales manager, to New 
York to succeed Dea. John A. Rathbun, 
formerly assistant division sales man- 
ager in charge of industrial relations 
at Norfolk, succeeds Sedgwick. 

Texaco also announces a new general 
manager of advertising and sales pro- 
motion, John H. Childs, to succeed 
Donald W. Stewart, who resigned. Childs 
was vice president of Cunningham & 
Walsh and account supervisor on the 
Texaco account. 


Dea 


Frank A. Watts, 
direct sales man- 
ager, retired Aug. 
1 after 40 years 
with Humble Oil 
& Refining Co. He 
started in sales op- 
erations, and was 
purchasing agent 
from 1938 to 1945, 
when he was ap- 
pointed to the 
newly created post 
of sales manager. 
He has directly supervised sales since then 
except for a 15-month stint as director 
of the material division for Petroleum 
Administration for War. 


Watts 


Automotive Test Equipment Division Choyce Allison, manager of retail 
ALLEN 8. DUMONT LABORATORIES, INC. sales, will take over (on an acting basis) 
750 Bloomfield Ave., Clifton, N. J. the newly created position of assistant 
ee ee “eee | manager of marketing to assist R. H. 
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Venn, marketing manager, in all phases 
of sales and operations. 

P. W. Edge Jr., formerly technical as- 
sistant, moves up to replace Allison as 
coordinator of retail sales. 

George Wilmoth, Northeast division 
manager, becomes acting corodinator of 
direct sales, while A. A, Draeger, man- 
ager of general office sales, replaces Wil- 
moth in Dallas. 

G. H. Shipley, manager of chemical 
products sales in the general sales of- 
fice division, succeeds Draeger. C. J. G. 
Leesemann, division head of supply and 
coordination in the manufacturing de- 
partment, succeeds Shipley. 

* 


Alfred Ww. 
Loucks of Home 
Fuel Oil Cx, 
Salem, was named 
president of the 
Oil-Heat Institute 
of Oregon. Other 
officers are: Robert 
Inman, Inman 
Bros., Vancouver, 
Wash., vice presi- 
dent; Joseph B. 
Young, Filtered 
Heating Oils, Hood River, secretary; and 
James C. Coon, Diamond Fuel Co.., 
Portland, treasurer. 

Jerome E. Thielsen is the new south- 
western Washington field representative, 
succeeding Walter J. Stokstad, who 
resigned. 


Loucks 


Bellamy Witthoefft 


Pleasant E, Bellamy, former manager 
of Sun Oil Co.’s Richmond, Va., sales 
district, is now a wholesale distributor 
representative in the Middle Atlantic 
sales region, headquartered in Philadel- 
phia. Edward C. Witthoefft, district 
motor products manager, moves from 
Marcus Hook, Pa., to Richmond to suc- 
ceed Bellamy. 


* 

Otto Bogner, Crofton, Nebr., jobber, 
and his wife just celebrated their 50th 
wedding anniversary. 

S. G. Watson was named division 
manager of Phillips Petroleum Co.’s new 
division sales office in Columbus, Ohio, 
and E. W. Bachelor was named senior 
assistant manager. Watson has been as- 
sistant division manager in Chicago since 
1952, and Bachelor assistant manager at 
Raleigh since 1955. 

Phillips also announced that M. J. 
Chisholm Jr., assistant division manager 
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at Tampa, Fla., transferred to Houston 
in the same capacity. E. J. Beisser, as- 
sistant division manager at Salt Lake, 
succeeds him. 
° 
O. N. (Bob) Pederson, Phillips job- 
ber in Kilgore, Tex., took time off for 
a trip to Europe with his family. 
e 
There’s a new oilmen’s club in north- 
ern Wisconsin, the Northwoods Oil 
Men’s Club, with headquarters in Rhine- 
lander. Organized in May, the second 
meeting will be held this month after 
time out for the summer), and the club 
will meet the first Tuesday of each 


The man who is proud of his 
clean, efficient service station 
knows his appearance is impor- 
tant, too! That’s why he chooses 


give him the neat, businesslike 
appearance that attracts custom- 
ers and brings them back again! 


He knows, too, that he is get- 
fing real economy in Riverside 
Masterbilt Uniforms of Dacron- 
Viscose because they're engi-- 
neered to take rugged service 
station wear and look handsome 
as new, longer than other uni- 
form fabrics. It’s acid-resistant, 
wrinkle-resistant, and wears like 
iron. 


Comfort and economy can be 
yours this year, in Riverside Mas- 
terbilt Uniforms that help you to 
“bring ‘em back again,” to your 
friendly service station. 


Moultrie, Georgia 





Riverside Masterbilt Uniforms—to © 


Riverside Manufacturing Company 


month. Clayton M. (Pat) Flatley is presi- 
dent, Carl E. Sandvick, vice president, 
and Richard A. Nelson, secretary- 
treasurer. 


* 
Roland A. Whealy is back at Ashland 
Oil & Refining Co. after an 18-mon-h 
leave of absence. He served as deputy 
imports administrator under the Oil Im- 
port Administration. Now a vice presi- 
dent at Ashland, he'll be in charge of 
Ashland’s new office in New York City. 
Gilbert M. Ellis, district sales manager, 
has transferred into liquified petroleum 

gas sales as operations manager. 
(Continued on next page) 


HERE’S THE KIND OF MAN THAT 


BRINGS ’EM BACK AGAIN! 


RIVERSIDE 


Business Uniforms 


For further information, write 
tor our winter catalog, listing 
a full selection. of uniforms 
and uniform fabrics! 
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Ashland also announced that Alfred 
F. Smith was named sales manager for 
the Toronto, Ont., division of the Val- 
voline Oil Co. He was formerly sales 
manager for the automotive division of 
Gould National Batteries of Canada Ltd. 

* 

Warren A. Brown, formerly manager 
of lubricant sales and technical services 
for Champlin Oil & Refining Co., moves 
from Enid, Okla., to company head- 
quarters in Ft. Worth, Tex., as manager 
of marketing administration. Joel Carson, 
formerly assistant to Brown, moves up 
to succeed him. Other Champlin changes 





Your surest protection against 
fire and collision losses . . . 


opw 


No. 10 REMOTE PUMP 
SAFETY SHUT-OFF VALVE 


for service station pedestals of remote 
pumping systems or installations where ele- 


include: J. J. Schroeder, assistant man- 
ager division sales, Ft. Worth, to man- 
ager, general office sales; John Cowden, 
assistant manager, general office sales, 
to assistant to the general sales manager; 
Howard Mullican, division manager, 
Moorhead, Minn., to division manager, 
Oklahoma City; Kermit Kiles, assistant 
manager division sales, Ft. Worth, to 
Moorhead, succeeding Mullican, and 
John Acker, district sales supervisor, to 
assistant division manager at Moorhead. 


e 
When Esso Standard’ Oil Co.’s inland 
waterways department was merged with 


IN CASE OF FIRE 


Fusible Link . . . melts at 160° 
automatically closing No. 10. 





IF PEDESTAL IS OVERTURNED 


Machined Shear Section 
breaks at 250 ft. Ib. torque 
closing line. 





IF PEDESTAL IS BUMPED 


Spring Loaded Latch...releases 
automatically closing No.10. 





vated tanks supply pressure to dispensers 


ONLY OPW's No. 10 
HAS UNRESTRICTED 


STRAIGHT THROUGH 


FLOW 


e Can be used as a manually operated shut-off 
valve when repair or removal of pedestal is nec- 


essary. 


e Can be manually reset without the use of tools 


or shut-down of pumping system. 


e Has air test opening for checking piping system 
against leaks without “breaking-a-line” or remov- 


ing the valve. 


Write for free manual F-47 for complete informa- 


tion about this valve. 


OPW CORPORATION 


Valves © Fittings @ Assemblies for handling hazardous liquids 
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the marine department, Sydney Wire, 
formerly general manager of inland wa- 
terways, became an assistant general 
manager of the marine department. 
Michael F. Spellacy was named manager 
of the inland waterways division and 
Roland V. Baillie, assistant manager. 
” 


Tobin 


W. T. Leslie, manager of Pure Oil 
Co.’s central marketing division for the 
last eight years, is now On executive 
assignment until his retirement at the 
end of the year. He’s succeeded by B. E. 
Tobin, who moves up from assistant di- 
vision manager. Tobin joined Pure in 
1935 and served in various sales capac- 
ity in West Virginia until 1952, when 
he transferred to Columbus as division 
sales manager. He was named assistant 
division manager in 1957. 

7 

Edward F. Brantley, owner of the 
National Petroleum Corp., an indepen- 
dent jobber in St. Petersburg, Fla., is 
the new mayor of the city. 

« 

John L. Rieley has retired. For the 
past two years he has been president of 
Champlain Oil Co., Burlington, Vt., 
while Doug Cairns, owner of Champlain, 
was mayor. At the time, he was on leave 
of absence from Cities Service Oil Co. 
(Pa.), where he was assistant general 
sales manager, wholesale sales. 

» 

Wallace B. Cur- 
tis, manager of 
public services, re- 
tired after more 
than 35 years with 
General Petroleum 
Corp. He was in 
the marketing de- 
partment for 22 
years, as salesman, 
sales manager and 
advertising man- 

Curtis ager; and in 1946 
became head of the public relations de- 
partment. Well known as an amateur 
photographer. Curtis hopes to have lots 
of time for his hobby now. A. P. (Tony) 
Endres, assistant to the manager of 
the public relations department, moves 
up to succeed Curtis. 

« 

Marshall Meeks is the new advertis- 
ing and sales promotion manager for 
Frontier Refining Co. He succeeds Dale 
Wright, who resigned to join McCann- 
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Erickson Advertising Co. in Denver 
where he’ll work on petroleum accounts. 
* 

Four new members have joined the 
Connecticut Petroleum Assn’s 25-Year 
Club: Norman A. Davignon, Danielson 
Oil Co., Danielson; T. Dewey Good, 
Balco Inc., New Britain; R. S. Hopkins, 
Oil Heat & Engineering Co., West Hart- 
ford; and George N. Serre, Seaboard 
Oil Co., Fairfield. The club re-elected 
James L. McIntyre Sr., Laurel Oil Co., 
Hartford, president. 

» 


Hyde Brunn 


Herschel Y. Hyde was named group 
vice president for manufacturing, mar- 
keting and petrochemicals by Tidewater 
Oil Co. Hyde has been with Tidewater 
since 1928 in research and refining and 
has been in charge of all refining op- 
erations, coast-to-coast, since 1954. 

In the western divison, Walter Brunn, 
formerly marketing manager, moves up 
to special assistant to the division gen- 
eral manager. In addition to his most 
recent post, he’s been assistant to the 
marketing vice president, assistant do- 
mestic sales manager and retail sales 
manager. 

D. T. Whalen succeeds Brunn as di- 
vision marketing manager. He’s been re- 
tail sales manager since late spring, re- 
placing Eric Freitag, who left Tidewater 
July 15 to join Morris Rowles_ Inc., 
LPG firm in Sacramento. Also absent 
from the Tidewater scene is Frank 
Fulenwider, who resigned as assistant 
marketing manager Aug. 1 to join DX 
Sunray Oil Co. in Tulsa, Okla. 

McD P-2 NPN Page 304 tape 3 

K. D. Robertson, formerly retail sales 
supervisor, gets the new post of execu- 
tive assistant to the division marketing 
manager. 

O. W. Hillgren, formerly staff assistant 
to the retail sales manager, moves up to 
retail sales manager succeeding Whalen. 

S. R. Linstrom, assistant wholesale 
sales manager, becomes wholesale sales 
manager, the post Whalen had until his 
recent switch to retail sales. 

J. E. Brunzell, formerly wholesale 
sales supervisor, moves up to assistant 
wholesale sales manager. 


a 
Spencer C, Nagel, formerly district 
merchandising representative in Shell Oil 
Co.’s Minneapolis division, is now Chi- 
cago division merchandsing representa- 
tive. He succeeds R. M. Abbott, recently 
transferred to sales supervisor. 


Albert F. Menke 
was appointed mer- 
chandising man- 
ager of Fleet-Wing 
Corp., succeeding 
George Pugh, re- 
cently named vice 
president and gen- 
eral manager. 

Menke _ started 
with Fleet-Wing in 
1939 as a general 
salesman. He spent 
several years as 
automotive sales manager for Sohio- 
Fleetwing Inc. in Michigan and since 
then has been division manager in 
several Fleet-Wing sales divisions, most 
recently Cleveland. 

. 

General Petroleum Co. has reorganized 
its marketing activites in the Pacific 
Northwest into three new districts, 
Oregon. Washington and Spokane. Dis- 
trict sales manager for Washington (in- 
cluding Alaska) is R. W. Stickrod, head- 
quartered in Seattle, S. O. Sather heads 
the Oregon district from Portland head- 
quarters, and F. L. Lucke becomes dis- 
trict sales manager for Spokane. 

In GP’s central division, David F. 
Reed becomes district sales manager of 
the newly formed seven-county Bay dis- 
trict, headquartered in the company’s ter- 
minal at the Port of Oakland. Reed, who 
has been district sales manager for the 
former north coast district, assumes in- 
creased responsibility with the change. 

« 


Menke 


Blount Powley 

R. S. Blount was named manager of 
wholesale sales and M. E. Powley man- 
ager of retail sales at Cities Service Oil 
Co. (Pa.). Both are new posts reporting 
to E. W. Lang, vice president of sales. 
Blount, with Cities since 1929, was re- 
cently sales manager of the Boston 
region. Powley, who joined the com- 
pany in 1940, was New York regional 
manager. 

o 


P. T. Lomenzo is the new manager 
of Atlantic Refining Co.’s fuel oil di- 
vision, succeeding E. D. Walter, recently 
named manager of the Wilkes-Barre dis- 
trict of the eastern Pennsylvania region. 

Atlantic also announces that W. L. 
Schmidt Jr., formerly general sales su- 
pervisor, Harrisburg district, was ap- 
pointed wholesale marketing manager, 
Eastern Pennsylvania region, and E. D. 
Smyth, acting manager, Philadelphia 
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district, was appointed direct marketing 
manager, Philadelphia-New Jersey 
region. 

“ 

George A. Lloyd was named field co- 
ordinator of public affairs at Esso Stand- 
ard Oil Co. as a step in Esso’s program 
to broaden its political action efforts. 
Lloyd, formerly assistant public relations 
manager, will work with field and head- 
quarters units to develop the company’s 
new approach to public affairs. 

* 


W. D. Williams, of J. E. Kunkel Co., 
has been named president of Greater 
Philadelphia Fuel Conference for the 
new year. Other officers of the unit in- 
clude John N. Nagel Jr., of J. H. Nagel 
& Son, and Robert M. Gillin, of Pe- 
troleum Heat & Power, vice presidents; 
and William H. McFeeters, of J. E. 
Kunkel Co., treasurer. Ed Esterline con- 
tinues as executive secretary. 

& 


Harris T. Dodge 
has been elected 
senior vice presi- 
dent in charge of 
Texaco’s world 
wide sales opera- 
tions. He succeeds 
T. CC. Twyman, 
now senior vice 
president in charge 
of special projects. 

Dodge has been 
vice president in 
charge of foreign 

operations, Western Hemisphere and 

West Africa, since 1956, and was general 

manager of the department before that. 

Landon B. Derby, the present general 

manager, moves up to succeed Dodge. 
* 


R. H. Campbell, formerly manager 
of operations for retail marketing in 
Sacramento for Union Oil Co. of Cali- 
fornia, is now in Seattle as regional 
merchandising manager. He’s in charge 
of all retail sales promotion programs 
in Washington, Oregon, Alaska and 
parts of Idaho and Montana. 

Union also annouces that W. C. Ham- 
mond was named Seattle salesman. He 
has been specialist in charge of sales 
properties and leases for the Seattle of- 
fice. C. J. Flanagan succeeds Hammond. 

* 


Robert O. Goodykoontz, general man- 
ager of marketing at Esso Standard Oil 
Co. since May 1958, was elected a vice 
president. 

* 

John E, Knudson was named man- 
ager of fuel oil sales at Seattle, Wash., 
for Richfield Oil Corp. 

2 


Robert H. Farnsworth has joined 
Lyden Oil Co., Youngstown, Ohio, as 
sales manager. He was formerly with Sun 
Oil Co. in the sales and real estate 
department in Youngstown. 

(Continued on next page) 
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Deaths... 


B. T. Willey, 
marketing man- 
ager of Continen- 
tal Oil Co.’s south- 
western region, 
died July 13 after 
being thrown from 
a horse. He was 
42. 

Willey was at 
Purple Sage, Cono- 
co’s ranch in Kerr- 
ville, Tex., for a 
sales meeting. Sunday afternoon he 
went horseback riding with his son, 
Benjamin Jr. He got off his horse to 
open a gate, and when he got back on, 
the horse shied and threw him. Willey 
fell, hitting the back of his head on a 
concrete runway, receiving a very severe 
skull fracture. An internal hemorrhage 
caused his death. 

Because of a heart attack some time 
back, Willey had been taking medicine 
to keep his blood thin. The doctors be- 
lieve he might have had a chance if his 
blood had not been so thin it didn’t clot. 

A native of Farnham, Va., Willey 
joined Conoco in 1941 as merchandiser 
in Baltimore, Md. After five years in 
the Air Corps he returned in °46 as a 
salesman in Richmond. He became as- 


Willey 


sistant division manager in Oklahoma 
City in 1950, manager two years later, 
regional manager of the central region in 
1954, and southwestern region manager 
in 1958. 

Willey is survived by his wife Royce; 
two children, Virginia, 14, and Benjamin 
Jr., 13; his mother Ilva of Richmond, 
Va., and his father, B. D. Willey of 
Baltimore. 

. 

Perce E. Allan, former administrative 
vice president for marketing for Tide- 
water Oil Co., died July 12 while vaca- 
tioning at his country home near Clear 
Lake, Calif. 

He retired from Tidewater’s top mar- 
keting post April 30, 1957, after 42 
years with the company, most of them 
in the San Francisco Bay area. Among 
the pgsitions he held were San Fran- 
cisco district sales manager, western di- 
vision sales manager, and, in 1954, head 
of worldwide marketing activities. 

Allan is also known for his pioneer- 
ing work in introducing Ethyl fluid 
gasoline in the Far West in 1926, and 
for promoting sportscasts for advertising. 

He is survived by his wife Charlotte 
and a son, F. E. Allan. 

& 

Carl D. Cottman, who retired from 
Sinclair Refining Co. last March 1, died 
July 28 in Baltimore, Md., following an 
operation. 

Cottman joined Sherwood Bros. Inc. 


Accessory to the sale... 


MY:T crip 


Battery Hold-Downs 


Just 2 sizes 
meet all 
requirements. 


*Patents Pending 


With every battery sale, replace old hold-downs with 
revolutionary My-T-Grips and tap a new profit-source. 
Just 2 sizes (6-volt and 12-volt) fit all passenger cars 
— reducing your inventory and storage needs while 
providing faster turnover, wider profit margin, Two- 
fisted grip has been thoroughly tested and approved 
by leading battery manufacturers, For informative 
bulletin and samples, contact: 


T BA ASSOCIATES 


RR 19, Box 117 © Indianapolis 20, Ind. * Telephone: Liberty 7-7997 
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in Baltimore in 1924, and for many years 
was merchandising manager and sales 
executive. When Sherwood became a 
Sinclair division in Jan. 1956, Cottman 
became Sinclair’s general sales execu- 
tive for Maryland. 


» 

Maurice A. Dailey, Cincinnati, Ohio, 

sales representative for Ashland Oil & 

Refining Co., died July 20 of a heart 
attack. He was 54. 


« 

Tynan A. Parriott, 52, manager of 
antifreeze sales for E. I. Du Pont de 
Nemours & Co., died July 29 at his 
home in Carrcroft, Del., after a brief 
illness. 

He joined Du Pont in 1939. 

e 

Michael L. Benedum, the man gen- 
erally credited with having found more 
oil than any other single man in his- 
tory, died July 30 at his home in Phila- 
delphia. He was 90 years old and active 
right up until last December. 

With his partner, J. C. Trees, 
Benedum became a world famous wild- 
catter. His impact on marketing was 
great, though indirect. Republic Oil & 
Refining Co. in Pittsburgh, a prominent 
marketing company and a_ substantial 
supplier of independent marketers, is an 
outgrowth of his corporation-building. 

Benedum was one of the 24 oilmen 
elected to NPN’s first Hall of Fame 
(Aug. p138). 
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NOZZLE 
PLUG 


Prevents Spillage 


For Nozzle Tubes 
from I!/," 
to 154" O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 
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Coming Meetings 


SEPTEMBER 


Michigan Petroleum Assn., annual fall 
convention, Grand Hotel, Mackinac Island, 
Sept. 4-5. 


Oil Trades Assn. of New York, Westchester 
Country Club, Rye, Sept. 10. 


Empire State Petroleum Assn., Saranac Inn, 
Saranac Lake, N. Y., Sept. 13-15. 


Illinois Petroleum Marketers Assn., 6th 
management institute, Robert Allerton Park, 
Monticello, Sept. 13-16. 


Missouri Petroleum Assn., annual fall frolic, 
Columbia Country Club, Columbia, Sept. 14. 


National Tank Truck Carriers, Sth annual 
truck transportation school, Kellogg Center, 
State University, E. Lansing, Mich., Sept. 
14-17. 


API, Marketing Division, lubrication com- 
mjttee meeting, Traymore Hotel, Atlantic 
City, Sept. 16. 


Ohio Petroleum Marketers Assn., semi-an- 
nyal conference and golf tournament, Hotel 
Sheraton-Cleveland and Lakewood Country 
Club, Cleveland, Sept. 16-17. 


National Petroleum Assn., annual meeting, 
Traymore Hotel, Atlantic City, Sept. 16-18. 


Kentucky Petroleum Marketers Assn., fall 
outing, Phoenix Hotel, Lexington, Sept. 17- 
19. 


Georgia Oil Jobbers Assn., semi-annual 
meeting, Hotel DeSoto, Savannah, Sept. 
18-19, 


Mississippi Oil Jobbers Assn. 
Ojl Jobbers Assn., Hotel Buena 
Sept. 20-22. 


North Carolina Oil Jobbers Assn., annual 
meeting, Grove Park Inn, Asheville, Sept. 
20-23. 


Pennsylvania Petroleum Assn., annual meet- 
ing, Pocono Manor Inn, Pocono Manor, 
Sept. 20-22. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Americana, Miami 
Beach, Sept. 23-25. 

National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, Hotel 
Leamington, Minneapolis, Sept. 27-29. 
American Petroleum Credit Assn., 35th an- 
nyal conference, Hotel Radisson, Min- 
neapolis, Sept. 28-30. 

Independent Oil Compounders Assn., 12th 


annual meeting, Pick-Congress Hotel, Chi- 
cago, Sept. 28-29. 


d Alabama 
ista, Biloxi, 


OCTOBER 


Desk & Derrick Club, 8th annual conven- 
tion, Hilton Hotel, San Antonio, Tex., Oct. 
2-3. 

South Carolina Oil Jobbers Assn., Sth 
management institute, University of South 
Carolina extension division, Columbia, Oct. 
6-1. 

California Natural Gasoline Assn., annual 
meeting, Huntington-Sheraton Hotel, Pasa- 
dena, Oct. 8-9. 


Colorado Petroleum Marketers Assn., annual 
fal] meeting, The Broadmoor, Colorado 
Springs, Oct. 8-10. 


Independent Oil Men’s Assn., fall round- 
up and forum, Sheraton Plaza, Boston, Oct. 
8. 


Louisiana Oil Marketers Assn., management 
institute, L.S.U. campus facilities, Baton 
Rouge, Oct. 8-10. 


Texas Oil Jobbers Assn., management 
institute, Baker Hotel, Mineral Wells, Oct. 
8-10. 


Tennessee Oil Men’s Assn., annual fall 
meeting, Andrew Jackson Hotel, Nashville, 
Oct. 11-13. 


API, Marketing Division, operations and 
engineering committee meeting, The Broad- 
moor, Colorado Springs, Colo., Oct. 11-15. 


API, Marketing Division, marketing re- 
search committee meeting, The Broadmoor, 
Colorado Springs, Colo., Oct. 12-15. 


Fuel Merchants Assn. of New Jersey, an- 
nual meeting and trade show, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 13-16. 


Petroleum Packaging Committee, Packaging 
Institute, Goodhue Hotel, Port Arthur, Tex., 
Oct. 12-13. 


Indiana Independent Petroleum Assn., an- 
nual convention, Hotel Severin, Indianapolis, 
Oct. 13-14. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 14. 


South Dakota Independent Oil Men’s Assn., 
annual meeting, Sheraton-Cataract Hotel, 
Sioux Falls, Oct. 15-16. 


Packaging Institute, 21st annual meeting 
and trade show, Hotel Statler, New York 
City, Oct. 16-18. 


Pennsylvania Petroleum Assn., manage- 
ment institute, Nittany Lion Inn, State Col- 
lege, Oct. 18-21. 


American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, joint lubrication conference, Shera- 
ton-McAlpin Hotel, New York City, Oct. 
20-22. 


Nebraska Petroleum Marketers Assn., an- 
nual meeting and trade show, Paxton Hotel, 
Omaha, Oct. 20-21. 


Oil Trades Assn. of New York, annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 21. 


Virginia Petroleum Jobbers Assn., semi- 
annual meeting, Hotel Roanoke, Roanoke, 
Oct. 21-22. 


Texas Oil Jobbers Assn., management in- 
stitute, Commodore-Perry Hotel, Austin, 
Oct. 22-24, 


Virginia Oil Men’s Assn., semi-annual 
meeting, Hotel Roanoke, Roanoke, Oct. 23. 
Independent Petroleum Assn. of America, 
Statler-Hilton Hotel, Dallas, Oct. 25-27. 
National Lubricating Grease Institute, an- 
nual meeting, Roosevelt Hotel, New Or- 
leans, Oct. 26-28. 

Society of Automotive Engineers, national 
transportation meeting, LaSalle Hotel, Chi- 
cago, Oct. 26-28. 

Society of Automotive national 


fuels and lubricants meeting, LaSalle Hotel, 
Chicago, Oct. 28-30. 
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Assn. of American Battery Manufacturers, 
semi-annual meeting, Palmer House, Chi- 
cago, Oct. 29-31. 


NOVEMBER 


National Oil Jobbers Council, annual 
meeting, Congress Hotel, Chicago, Nov. 4-7. 


API, 39th annual meeting, Conrad Hilton, 
Palmer House and Congress Hotels, Chi- 
cago, Nov. 9-11. 


Society of Independent Gasoline Market- 
ers of America, annual meeting, Congress 
Hotel, Chicago, Nov. 9. 


API, Marketing Division, Congress Hotel, 
Chicago, Nov. 10-12. 


DECEMBER 


Interstate Oi] Compact Commission, Ho- 
tel Sheraton, New Orleans, Dec. 3-5. 


Oil Industry TBA Group, annual meeting, 
Chase-Park Plaza Hotel, St. Louis, Dec. 7-8 


JANUARY 1960 


Society of Automotive Engineers, annual 
meeting and engineering display, Sheraton- 
Cadillac and Statler Hilton Hotels, Detroit, 
Jan. 11-15. 


Arkansas LP-Gas Assn., semi-annual 
meeting, Hotel Arlington, Hot Springs, 
Jan. 17-18. 


>Kansas Oil Men’s Assn., annual conven- 
tion, Broadview Hotel, Wichita, Jan. 17-19. 


Kentucky Petroleum Marketers Assn., 
34th annual convention, Brown Hotel, Louis- 
ville, Jan. 18-20. 


Northwest Petroleum Assn., annual meet- 
ing and trade show, Nicollet Hotel, Minne- 


“apolis, Jan. 20-21. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Jan. 20. 


Michigan Petroleum Assn., management 
institute, Michigan State University, Lansing, 
(date not available at publication). 


FEBRUARY 


Iowa Independent Oil Jobbers Assn., an- 
nual convention, Ft. Des Moines Hotel, Des 
Moines, Feb. 16-17. 


MARCH 


Kentucky Petroleum Marketers Assn., Sth 
management institute, Brown Hotel, Louis- 
ville, Mar. 14-17. 


Society of Automotive Engineers, na- 
tional automotive meeting, Sheraton-Cadil- 
lac Hotel, Detroit, Mar. 15-17. 


Texas Oil Jobbers Assn., annual conven- 
tion, Commodore-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 


Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 23-24. 


First listing. 





SEARCHLIGHT SECTION 


EMPLOYMENT 
BUSINESS 


DISPLAYED 


individual Spaces with border rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing on other than & contract 
basis. Contract rate quoted on request. 

Employment Opportunities—$27.00 per 
ject to Agency Commission. 

An advertising inch is measured %” vertically on 
one column, 3 columns—30 inches—to a page. 


inch, sub 


“OPPORTUNITIES” 


———RATES——— 


‘EQUIPMENT 
SUSED OR RESALE 


UNDISPLAYED 


$1.80 per line, minimum 3 lines. To figure advance 
payment count 5 average words as a line. 

Positions Wanted take one-half of above rate. 

Box Numbers in care our New York. Chicago & 
San Francisco offices count as one additional line. 

Discount of 10% if full payment is made in advance 
for 4 consecutive insections. 

Send NEW ADS or Inquiries to Classified 

Advertising Division NATIONAL PETRO- 

LEUM NEWS, P.O. Box 12, New York 36. 











Money and Facilities Available 

for Service Station Products 

We are a sub ial, long ablished firm, manu- 
facturing and selling equipment to service stations. 
We are looking for new products to make and sell in 
this field. We can be contacted directly or through a 
third party. DO NOT submit unpatented ideas or 
samples with first letter. Writer—Manager, P. 0. Box 
185 Station F, Buffalo, New York. 











Manager Wanted 


To operate fuel oil and gasoline business. Total 
volume 6,000,000 gal. within metropolitan area of 
N. Y. Must have had at least 10 years experience in 
managing office, plant, and sales, must be able to 
stand rigid investigation. Send replies to Box NPN 
155, 125 W. 41 St., NW. Y. 36, N.Y. 








DIESEL ECONOMY 


At less than new gas tractor investment. 
White—Cummins diesel tractors fully equipped, new 
tires, excellent condition. Located in various areas 
Also used Macks, 


Write or phone: R. W. Allen, Mack Trucks, Inc., 
Plainfield, N. J. Phone PL. 6-8600. 








OIL EQUIPMENT 
JOBBER BUSINESS 
Top Quality lines. Doing good business. Located 
deep South. Selling because of health. 
BO-2238 NATIONAL PETROLEUM NEWS 
520 N. MICHIGAN AVE., CHICAGO 11, ILL. 








“SEARCHLIGHT” 
IS 


Opportunity Advertising 


—to help you get what you want—to 
help you sell what you no longer need. 


Take Advantage Of It 


For Every Business Want 
“THINK SEARCHLIGHT FIRST” 








PROFESSIONAL 
SERVICES 














PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORAHON 
Box 268, Westfield, N. J. 








ADDRESS BOX NO, REPLIES TO: Box ! 
Classified Adv. Div. of this publication, 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


POSITION VACANT 


By Florida Marketer, general manager for chain 
of independent service stations. Excellent op- 
portunity for executive with wide experience in 
petroleum marketing. Good salary. Expense ac- 
count. Write fully, outlining experience, refer- 
ences and vital statistics. P-2102, National Petro- 
leum News. 


POSITIONS WANTED 


Increase Your Sales And Profits With A New 
Marketing Executive. Age-37-B.S. plus grad work 
in marketing. 12 years line and staff marketing 
management-Sales-Real Estate-Market Planning. 
Top Coordinator. Organized new departments. 
Record of developing salesmen to maximum 
potential for outstanding performance and great- 
er company profits. Evidence to prove it. In- 
terested in Work and Earned Rewards. Now 
employed, excellent, but passive major company. 
Will relocate foreign or domestic. Reply PW- 
2395, National Petroleum News. 


Sales-Executive-Marketing Consultant to Jobbers 
Distributors. Married, age 55. 33 years major oil 
company & distributor experience. Recently re- 
tired but desire to remain active on permanent 
or part time basis. Wide knowledge Sales-Gen 
Management, Turnpike Development & Opera- 
tion, Labor Relations, Barge Terminal Operation, 
oe Free to travel. PW-2432, National Petroleum 
ews. 





Graduate Mechanical Engineer Experienced in 
pump, meter, truck tank and and trailer sales 
and installation seeks sales position with equip- 
ment manufacturer—Will relocate. PW-2458, Na- 
tional Petroleum News. 


BUSINESS OPPORTUNITIES 
Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


For Sale in Oklahoma—Oil Compounding Blend- 

ing Plant with land, plant facilities, machinery 

and equipment. Ideal location, two railroads, two 

freight lines. Three well advertised trade-mark 

brands of oil and an established brand of per- 

mang anti-freeze. BO-9095, National Petroleum 
ews. 


Established major and independent private brand 
jobbership for sale. Volume exceeds 1,000,000. 
Central Oklahoma. 15 owned or leased stations. 
Excellent earnings. Terrific potential. $85,000 in- 
cludes 2 truck LPG operation. Poor health. BO- 
2394, National Petroleum News. 

Will sell or lease Jobbership of Major product 
in the thumb of Michigan selling 600,000 gals. 
of gasoline per year to controlled accounts. 3 
Stations owned & leased 2 stations leased & sub- 
leased. No farm or home delivery fuel oil, no 
price wars, no price subsidies. All Deliveries 
made by transport from terminal to dealer, by- 
passing our bulk plant. Other business interests 
reason for selling. Small investment required will 
finance balance. BO-2377, National Petroleum 
News. 


FOR SALE 
One used four post cable type car hoist. Variety 


Fire Door Co., Inc., 2958 W. Carroll Avenue, 
Chicago 12, Illinois. 





ZONING OF 
MAIL 


Many cities in the United States 
use postal zone numbers as part 
of their address. The use of these 
numbers accelerates and simplifies 
the processing of mail, makes it 
easier for the less experienced clerk 
to distribute the mail, and effects 
earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 
return address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones. 


MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem. 


To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty. Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post 
office is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families. 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 





| A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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THERE WAS PLENTY of traffic at Joseph Mancini’s 
San Francisco service station, but the gallonage was 
terrible. Suspicious police noted a constant stream of 
cars driving in, only it wasn’t for gasoline. 

So the cops moved in. They found a paper bag con- 
taining betting markers hidden in Mancini’s lube record 
book. It showed he was booking about $1,000 a day in 
horse bets—some as high as $50 for a single race. 

“I’m glad you got me,” said Mancini, 49. “It was 
getting too big for me anyway.” He admitted going into 
the bookie business after an unsuccessful career as a 
horseplayer. He was charged with felony bookmaking. 


Sounds to us like a good example of diversification and 
service. 


PROFITS WERE DOWN 
at Paul Chazen’s Chicago 
tire store. Now Chazen 
knows why. 

After six burglaries with- 
in two months, Chazen be- 
gan questioning one of his 
employes, finally fired him. 
Bang. Six more burglaries. 

Police arrested the ex- 
employee, John Watson, 29. 
After long denials, he con- 
fessed and named two ac- 
complices — both still em- 
ployed by Chazen. The three 

admitted stealing 2,000 tires over a four-year period, 
teaming up with six used-tire salesmen to sell Chazen 
truckload after truckload of the same tires. The sales- 
men would drive up, sell a load of tires to Chazen, un- 
load them in front of the store, drive around to the rear 
and reload the same tires. Now Chazen’s wondering how 
to tell one old tire from another. 


aay) 


a £ a e s ~ ‘be 
“When does the boss think the hoist will be fixed?” 
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e Let’s Expand Demand. Humble Oil brags about a 
customer who’s found a new use for regular-grade gaso- 
line. Seems one Skeet Skaggs of Briggs, Tex., sprays it 
into rattlesnake dens to catch the critters. It works. 
Skaggs says he’s caught over 500 so far this year. 


e Service Plus. In Philadelphia, Sunoco dealer Dominic 
Napolitano advertised a special: “All foreign cars washed 
with imported water only.” 


e Poesy Dept. George Lawson, Roanoke (Va.) Mobil 
jobber, tells this one. The electric utilities industry, 
soliciting testimonials from electric heat users, received 
this jingle: 

No ashes to haul, 

There is no spill. 

I hope to heck 

I can pay the bill. 


e Hardy Perennial. This month’s Texas Oilman joke 
concerns the one with the stained-glass space helmet. 


e In Both Ends. In St. Louis, alderman A. J. Cervantes 
turned up as luncheon speaker at the local Oil Men’s 
Club—an hour after leading a bill that raised the city’s 
gasoline tax half a cent. Asked to draw the winning name 
in a club jackpot, Cervantes did—his own. 
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BEGoodrich/ A 


a 
LD 


This hose can’t be crushed, 
always springs back into shape 


Flexible B.F.Goodrich hose often outlasts ordinary hose 2 to 1 


HAT light, flexible B.F.Goodrich 

hose won't crush or flatten out 
even after being run over or squeezed 
against the island. It immediately 
springs back to its full round shape, 
doesn't have to be pounded back into 
shape. Because of its flexibility this 
hose outlasts ordinary hose, often as 
much as 2 to 1. 

This pump hose, called 72-A, is 
especially designed for retractable 
clearee pumps. Internal spring 


Gy super SUNN 


“or, TODAY 


guards at both ends of the hose pre- 
vent kinking in the coupling area. 

Its thick, tough cover is built for 
rough use. Scraping over concrete or 
pulling around sharp corners won't 
hurt it. It can stand in gasoline, oil or 
grease without damage. There is no 
danger of cracking or checking from hot 
sunlight. The smooth, black surface is 
easy to clean, does not mar car finishes. 

A special rubber compound makes 
this hose completely gasoline-proof, 











eliminates swelling and flaking. Flexi- 
ble, stranded wire built into the hose 
and fastened to the couplings serves 
as a static ground. The hose comes 
with one-time orreattachable couplings. 

All these improvements add up to 
a better pump hose for faster service, 
lower operating costs. B.F.Goodrich 
has made similar improvements in oil 
hose, tank hose, barge loading hose and 
fittings. Let your local B.F.Goodrich 
disuloauet tell you about them. B.F. 
Goodrich Industrial Products Company, 
Dept. M-681, Akron 18, Ohio. 


B.EGoodrich gas pump hose 


210 (To obtain more data on advertised products see page 176) 
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While the driver tends the nozzle... 


TOKHEIM’s pre-set meters control flow, 
measure accurately, record transaction! 


Drivers depend on Tokheim Meters to shoulder 
a healthy share of the work on every fuel delivery. 
After driver sets gallonage, Tokheim’s Pre-set 
Control takes over! Lets product flow up to 
40 g.p.m. until three seconds before completion. 
Then, smoothly, automatically reduces flow to 11 
g.p-m. Gently cushions automatic stop — elimi- 
nates shock and strain. Gallonage is accurately 
measured at any rate of delivery. Recorded and 
receipted, too, by Ticket Printer (optional). 


There isno substitute for TOKHEIM QUALITY! 


Tokheim’s own new meters are precision in- 
struments. All vital working parts are rugged 
stainless steel or other noncorrosive materials. 
Will measure any of today’s fuels, day in and 
day out, without a maintenance problem. Air 
separator and strainer are reversible. Ideal for 
either single or dual installations—for tank 
trucks, bulk plants, airports or industry. Ask 
your Tokheim representative about improved 
Model 635 Meters today. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE FORT WAYNE, INDIANA 


Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ont. 


OKHEIM 


Gasoline Pumps 
and Accessories 











Seven years, millions of retail gallons... 


“never at 


Florida fuel oil dealer cites unfarl- 
ing performance of A. O. Smith 
meters, credits them with helping 
serve 38% more customers per day 
with resultant cuts in cost per gal- 
lon delivered. 























Johnson's home delivery fuel truck features dual meters — 
one for a line feeding out of the right side, one in rear for a 
left side line. Drivers can make deliveries from either side 

of the truck without turning around, backing up or entering 
driveways. Seventeen of the Company's trucks are equipped 
with dual meters. 


ruck meter out of service!” 


Mr. L. A. Johnson of the L. A. Johnson Fuel 
Company, Orlando, Fla., says, ‘Millions of 
retail gallons have been accurately measured 
by our Smith meters and we have never had 
one truck out of service due to a meter 
break-down!” 
Mr. Johnson also lauds the way A. O. Smith 
worked with his organization to come up 
with a twin metering system on their trucks 
(see diagram). “After 7 years’ operation,” 
he adds, “‘we’ve upped gallonage per truck 
... cut delivery cost per gallon... serve 38% 
more customers daily ...and reduced acci- 
dent losses by 52%! Our dual service equip- 
ment has made single meter trucks as old 
fashioned as the horse-drawn oil truck!” 
This case is typical of the way A. O. Smith 
works with its customers to develop ways and 
means to solve specific problems. Contact 
your representative or write direct. 


i 
’ SN 
Through research <“%% a better way 
AO.Smith 
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Smith- £2 Division 


Factories: 5715 Smithway St., Los Angeles 22, Calif.; Erie, Pa. 
Offices: Atlanta 5, Ga.; Chicago 3, III.; Houston 2, Texas; 
Los Angeles 22, Calif.; New York 17, N. Y. Oakland 21, Calif.; 
Tulsa, Okla. Canada: Toronto 12, Vancouver 1. 


A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U.S.A, 





